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A worthy product that 
sustains the manufacturer's reputation. LUXOR 
Calf is itself a worthy product, crafted to a high 
standard, so that it shall reflect the fine crafts- 
manship of fine shoemaking! 

It has a smooth 


seine E RVICE 


lustre 


THE 


cOwMm 
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surface, ‘a fine grain with tight break, and a 


NO. LAS TF rN 


mellowness which adds to the sales appeal of 
Color No. 88, 


Bourbon, is the popular autumn shade, its brown 


every shoe of which it is made. 


red tones harmonizing just right with men's blue, 


or grey, or brown suits. Swatches on request. 
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Paris cables indicate that French 
couturiers postponed mid-Summer 
showings to a later date to pre- 
vent foreign imitation in time for 
Fall promotion. This action of the 
fashion mentors of Paris is of no 
real significance to shoes because 
as an American industry, fashion 
creation has progressed to the point 
where Paris ideas are practically 
negative. 








L. F. Tuffly of Krupp & Tuffly 
of Houston, Texas, writes on that 
same point: 

“I notice that in most of the 
trade papers, what I think is undue 
emphasis is placed on the Paris 
style influence. Most of the shoes 
that I see illustrated certainly are 
not practical shoes for anything 
like volume selling, so why not 
work toward an objective of di- 
vorcing ourselves from this Pari- 
sian influence? From what I can 
understand, American-made shoes 
are very much in demand on the 
Continent, so why should we at- 
tempt to follow the lead of a few 
bootiers who devote their time to 
making single pair costume shoes, 
and not really to the manufacture 
of shoes in any quantity.” 





VOICE oF THE TRADE 


UNnitTep STATES RUBBER COM. 
PANY, in a letter to the stockhold- 
ers, says: 

“The Company has cooperated 
with all the agencies of the Gov- 
ernment to its fullest exent . . . but 
the question naturally arises as to 
whether some of the experiments of 
the New- Deal are sound . . . and 
it may be that these experimental 
cures in the end will be worse for 
your corporation than the disease 
(the depression) itself. Your Com- 


‘pany owns three cotton mills in 


the South, is interested in the tex- 
tile industry in a large way, and 
its consumption of cotton was equal 
last year to one per cent of the 
cotton crop. Therefore, you may 
note that the A.A.A. is a matter 
of grave concern to your Com- 
pany. ... It is pathetic that such 
experimental cures are allowed to 
be tried out at a time when the 
country is endeavoring to recover. 


HEW-HEN 








“The experimental cure of the 
A.A.A. cost this Company during 
1934 over Five Million Dollars. 
The gains due to the improvements 
in cost of manufacture and dis- 
tribution, plus the indispensable 
gains of placing your Company in 
a sound financial condition have 
been largely offset by the unusual 


Page !1 





costs imposed by the unnecessary 
features of the various experimental 
cures of the New Deal. In connec- 
tion with the heavy expenditures 
of Government, it begins to appear 
as if Industry is faced with taxes 
so heavy that incentive will be lost 
and stockholders may well com- 
mence to take an interest in pro- 
posals of the Administration which 
affect their ownership in corpora- 
tions.” 


1 BEG 
TO DIFFER 


c 


TN 


NATHAN HACK, president of the 
Detroit Retail Shoe Dealers Asso- 
ciation said last week: 

“It has been brought to my at- 
tention thal my utterance appearing 
in the June 15 issue of the Boot 
AND SHOE RECORDER on chiropody 
legislation could be interpreted as 
an accusation that the chiropody 
associations were acting in bad 
faith. 

“No such implication was _in- 
tended. I said, in effect, that if 
the laws in question were passed, 
it would mean that shoemen could 
be required to have a chiropodist’s 
prescription in order to fit shoes 
or supports of a corrective nature, 
and I mentioned the grave abuses 
which might arise under this 
system. 
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“I did not intend to convey the 
impression that I was accusing the 
chiropody profession of plotting to 
establish such practices. I merely 
was pointing out the dangers which 
would exist—the conditions which 
could arise under such practices. 

“As a matter of fact, chiropody 
leaders in Michigan told me that 

- it was not their intention to frame 
a bill which would interfere in 
any way with the shoe business. 
That, however, is not enough. Good 
intentions will not prevail in a 
court of law, if later some more 
grasping individuals should insist 
on the literal interpretation of the 
law. 

“I repeat, we cannot allow the 
good intentions of our friends 
among the chiropodists to blind 
us to the potentially dangerous 
wording of the bills which they 
present. New days, new people, 
new conditions, may arise to con- 
found us for our innocence. The 
price of security is eternal vigi- 
lance, as it has been so aptly ex- 
pressed. 

“We must insist that no bill can 
be passed which could in any man- 
ner be interpreted as interfering 
with the legitimate operation of 
the shoe business.” 


* * * 





W. H. MOULTON, president, and 
Frank C. Rand, chairman of the 
board of the International Shoe 
Company, on June 29, told stock- 
holders: 

“The Company’s statement for 
the six months ended May 31, 1935, 
shows net income of $3,568,105 
compared with $4,860,353 for the 
corresponding period last year. 

“Earnings per share of Common 
were $1.06 for the six months com- 
pared with $1.45 for the first half 
of 1934 and $0.84 for the same 
period in 1933. 

“Net sales for the period 
amounted to $36,891,197 against 
$37,784,503 for the first half of 















“SHARE THE 
PURCHASING POWER’ 





—To my mind there's poor psychol- 
ogy in the phrase "Share the 
Wealth!" 

—Wouldn't "share the purchasing 
power" sound less provocative 
and more to the point? 

—lIf all the negotiable wealth in our 
country was equally distributed 
we'd have only a few dollars 
apiece. 

—It's turn-over of dollars that makes 
for active business and prosperity; 
and purchasing power more sci- 
entifically allocated means more 
dollars in constant rotation. 

—Static money has no value; it is 
only when it's in motion that 
money serves a useful purpose. 

—And as more people have more 
money to spend, just so soon do 
more things change hands, and 
more hands secure employment. 

—If people today could buy simply 
what they need, our factories 
would be busy and we would have 
prosperity. 

—And if people could buy what 
they need and just a little of what 
they want (comforts or luxuries), 
we would experience the greatest 
and most natural boom of all 
times. 

—A better distribution of purchas- 
ing power is the only answer 


, a ee 


President 





1934. Subsidiary plants produced 
materials amounting to $15,299,603 
which, combined with our sales, 
made a total business transacted of 
$52,190,800 for the first six months 
of this year. 

“During the first half of 1934 
abnormally high shoe production 
prevailed throughout the industry 
—with lower production for the 
second half. That condition was 
exceptional and is contrary to nor- 
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1935 


mal years in which activity during 
the second half is usually greater 
and more productive than in the 
first. 

“By maintaining low shoe prices 
through the first half of 1935, de- 
spite rising costs of material and 
labor, your officers feel that they 
have served the best interest of 
customers and the Company. This 
plan was followed with full con- 
sciousness that it would result in 
smaller earnings. 

“Prospects for a good Fall busi- 
ness are evident. Orders now 
booked, together with active sales 
at present indicate a satisfactory 
volume for the latter half of 1935. 

“Your Company maintains a 
strong financial position and en- 
joys the deep loyalty of its asso- 
ciates. These factors, together with 
proven principles of operation, 
give assurance of the Company’s 
ability to render a helpful service 
to its many customers and friends.” 


* * * 


A PRETTY sales demonstrator at 
a little table in the aisle of the de- 
partment stores in Boston, New 
York and Washington and all points 
west, is telling the romance story 
of the fourth toe joint and collect- 








ing fifty cent: for a cute little pil- 
low, to be put underneath the 
fourth toe—“‘next to the little toe” 
cf each foot. Listen to her story: 

“Incorrect footwear forces the 
metatarsal bones downward, out of 
proper position, and causes a pinch- 
ing of the nerves under the joints 
back of the toes. The fourth toe 
jvint is the one usually involved. 
By raising the joint, the pressure 
on the nerve is relieved and the 
pain disappears.” 

So, we now have a little gadget 
that raises the joint under the toe, 
with cute little wings that come up 
on the side; and if you have any 
adhesive tape, you make a complete 
ring around the wedding ring toe 
of the foot. 

“Now if a pad of fat is formed 
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in front of the rear joint of the 
toc, the massaging action will get 
rid of that fat.” 

The walking world is now made 
aware of the supreme importance 
of the fourth toe as a cure for “tired 
and .aching feet, corns, callouses 
and burning soles, bunions, cramps, 
leg aches, rheumatic pains, poor 
circulation, awkwardness, weak 
ankles and run-over heels.” 

And believe it or not—the public 
buys, proving display makes sales. 


* * * 


GEORGE C. THOMAS, general 
manager of “The Shoe” and assis- 
tant vice-president of the United 
Shoe Machinery Corp., was sur- 
prised when he was called to the 
factory yard, during the noon hour, 
and found there more than 3000 
employees cheering enthusiastically, 
and when he asked them what it 
was all about, Bartholomew Mc- 
Donough, senior workman (45 
years with the corporation and 
predecessors), stepped forth and 
told the amazed manager that it was 
the tenth anniversary of his taking 
up the duties of his office, and 
everybody was celebrating it but 
himself. So that he should have a 
celebration that he would remem- 
ber in his hours of ease, they pro- 
posed to give him a library chair. 

Mr. Thomas graciously accepted 
the gift, and the remainder of the 
noon hour was spent in general 
felicitations suitable to the occasion, 
with some incidental and appro- 
priate music. 

Mr. Thomas has been with the 
company about 20 years, and be- 
fore that he was with the Singer 
Company, traveling abroad for the 
latter company. He came from 
Vermont, and graduated from 
Massachusetts Institute of Technol- 
ogy in 1905. 


phrases to find a way to do it. It 
is a task for the business leaders 
and great industrial executives and 
hard-headed men of affairs not 
swayed by bedtime stories. Men 
who see the whole picture and re- 
member that any industrial or gov- 
ernmental program that does not 
take into consideration the rights of 
capital as well as the rights of la- 
bor is doomed to failure. 

“We ought to emphasize here and 
now, and always, that anyone, high 
or low, who attempts to array class 
against class is not a good friend 
to either.” 


* * * 


HARRY EVANS, that fast-step- 
ping and talking man who covers 
the West Coast for the Dr. Locke 
and Foot Joy shoes, says: 

“The best possible education a 
traveling salesmen can have is to 
have a retail shoe store of his own. 
When he has one, he gets the real 
‘feel’ of the business. He knows 
why certain shoes sell, and why 
others do not. He can tell from ac- 
tual experience the best way in 
which to operate a store, for he has 
his own store to measure against 
the many stores with which his sell- 
ing job keeps him in contact. If 
he can’t make a success of his own 
store, he certainly can’t tell some 
other shoe man just why this mer- 
chant should buy the line of shoes 
he carries.” 
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S OLE specifications. From the 
specification for the new logger 
boots, of which the government is 
buying about 83,000 pairs for the 
forestry corps: 9 iron outsoles, 7 
iron slip soles, 7 iron insoles, 4 
iron fillers. So a total of 27 irons 
of leather in the bottoms of these 
boots. And the insole is reinforced 
with heavy duck. 

An iron is 1/48 inch. So more 
than half an inch of leather and top 
grade sole leather too; in the bot- 
toms of these logger boots. 


* * * 


“ 

Many shoe buyers add in an 
extra 5 per cent for anticipated 
style hazard losses, but they entirely 
forget that the greatest hazard in 
running a shoe stock is the size 
hazard. At least another 5 to 10 
per cent should be figured in the 
costs for the size hazard. No one 
can safely anticipate whether the 
swing for a coming season will be 
toward large sizes or whether a 
lot of men or women with small 
feet will suddenly decide to buy 
shoes in a given store. I believe 
that the size hazard is even greater 
than the style angle and should be 
given fully as much consideration 
when buying.” 

None other than Paul Jesberg 
said the foregoing. The occasion 
being as he was going over some 
size reports of his Los Angeles and 
suburban stores. 


WW 


* * * 
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Davin OVENS, general manager 
of J. B. Ivey & Co. of Charlotte, 
N. C., and president of the National 
Retail Dry Goods Association, said: 

“In this country there is sufficient 
happiness to go around and there 
is just as much wealth and the 
things wealth will buy. It is not the 
task of government technicians and 
school-house weavers of fancy 


N\\ 


"Call up XYZ Broadcasting Company and tell ‘em we have a pair that'll give ‘em dandy 
sound effects.” 
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A COURSE of golf instruction for men and women, 
boys and girls, consisting of six three-quarter hour 
lessons at the public courses, by professional golf in- 
structors, proved a popular advertising and sales pro- 
motion feature for The Wm. Hahn Company in Wash- 
ington, D. C. 

The only cost was a small enrollment fee of $1.75 
which is charged to test sincerity of purpose and covers 
the full six-lesson course as well as the use of all clubs, 
balls, tees and necessary equipment. The one signing 
up and paying the fee could drive 25 or more balls 
per lesson. The caddy fee was only 10c. per lesson 
or 60c. for the six lessons. 

There was nothing to buy and no obligation. Lesson 
appointments could be made for mornings, afternoons 





Golt Lessons 
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Another Way To Get More Golfers 
and GOLF SHOES on the Fairway 





Promote 


shoe Sales 


Something New Under the Promo- 

tional Sun—An Audacious Idea that 

Helped New Golf Shoe Sales and 
Encouraged Repair Service 


or evenings, with night hours available on the flood- 
lighted driving range at East Potomac Park. The 
enrollment fee was payable at the time of enrollment. 
No enrollments were accepted at the golf courses, but 
had to be made at Hahn’s. 

The feature was advertised as for one week only and 
the first four days found close to 300 enrolled. The 
idea proved so successful that it encouraged the store 
to continue the advertising first for ten days instead 
of for a week only, and later this was extended two 
weeks, because at the end of ten days, 700 had enrolled 
and they were still coming. 

Of course, the Fourteenth Street store was the only 
one of the four Hahn stores in Washington where regis- 
tration could be had, but it was in the heart of the 
downtown business section of the city and was a central 
point for all to gather conveniently. Registration was 
had in the basement of the store, housing the new shoe 

[TURN TO PAGE 30, PLEASE] 








BOOT AND SHOE RECORDER, July 13, 1935 


Boston Buying Stabilizes Prices 


New England's Midsummer Market Con- 
spicuous for Its Resistance to Chiseling 


BOSTON.—The Boston market as a mid-Summer buy- 
ing festival was a successful effort in a changing 
economic world. With three out of every four exhibit- 
ing manufacturers selling to chain stores, jobbers and 
volume operators, the picture was different from the 
long-traditional mid-Summer market dominated by in- 
dependent merchants and department store buyers. 

Buying in the lower priced footwear brackets was 
good; in better grades of footwear it was moderately 
fair; in high-priced footwear, buying was conspicuous 
by its absence. So the general characteristics of the 
Boston market as a general barometer of business were 
significantly changed from markets of past years. 

Leather prices were stabilized and the chisel was 
concealed. The way of using the chisel today is much 
more adroit. ; 

The opposite side of the picture was the encouraging 
entrance into the shoe business of numbers of young 
and ambitious men who have found it possible to open 
a store at a minimum rent and, with a few hundred 
dollars, to start up in a small way in small communi- 
ties not now serviced by separate shoe shops. These 
new beginnings of competition with the general store 
in the small communities may indicate a pioneering 
spirit and a new day in retailing in those places where 
the chain store cannot~ penetrate. 

But the Boston market was well worth while in view 
of the fact that it was made a national forum for the 
expression of economic thought, under the leadership 
of President Marcus McWeeny of the New England 
Council of Shoe Retailers. The five “M-men”—Presi- 
dents Moffett, Miller, Mittelman, Masterson and Mc- 
Weeny—laid the groundwork for industrial thinking 
in addresses appearing elsewhere in this issue. The 
net result of their talks plus the general feeling of the 
trade as expressed in sample and display rooms was 
that the industry is putting its best foot foremost, with 
merchandise and with prices acceptable to the American 
public and reasonably profitable to the merchant. 

The Hotel Statler, as headquarters, was in operation 
from morning until late at night. The Copley-Plaza, 
with its more selective customers, brought in a lesser 
quota, but satisfying as to production, price and de- 
livery. The entire market fair, under the management 
of James H. Stone, was most creditable to the New 
England Shoe and Leather Association, for more than 
400 exhibitors found it worth their while to attend. 


Despite the somewhat unfavorable weather con- 
ditions that prevailed, and the storms and floods 
that had devastated wide sections of New England 
and adjoining states, the attendance was considered 
satisfactory and a keen interest was shown in the many 
lines of shoes and accessories on display at Hotels 
Stater and Copley-Plaza. Socially and on the recrea- 
tion side, Boston, as usual, did herself proud and lived 
up to the traditions of warm-hearted hospitality estab- 
lished during many years of successful shoe trade fairs. 

Approximately five hundred men, shoe travelers and 
their invited merchant guests, motored from the Hotel 
Statler to Commercial Wharf, boarded the steamer 
“Steel Pier” on the first day of the Fair and headed 
for Gloucester on the most ambitious outing ever engi- 
neered by the Boston Shoe Travelers’ Association. 
Lunch was served on board the boat and though the 
ocean was a bit rough in spots and caused some dis- 
comfort to those not accustomed to the vagaries of the 
Atlantic, everyone arrived in good shape and had a 
splendid time. 

There were trips to local Gloucester industries, there 
was the annual ball game between buyers and sales- 
men (won by the buyers, just as was predicted in the 
Boot AND SHOE REcorbeER issue of June 29) ,a fat men’s 
race, three-legged race, a hop-race and the annual tug 
of war. 

Following this, busses and automobiles took every- 
one back to the Gloucester wharf for a late afternoon 
and moonlight sail back to Boston, following one of 
New England’s famous shore dinners. 

Tuesday was Women’s Day and the wives of visiting 
buyers were taken on a long bus ride to North Shore 
points including Gloucester, which the salesmen, the 
day before, had left practically prostrate, thence along 
the Cape Anne trails accompanied by a lecturer and 
back via historic Salem. Lunch was served at the 
“Casino” in Magnolia, overlooking the reef of 
Norman’s Woe. 

In charge of this outing was a committee of women 
headed by Miss Helen M. Haney and including Mrs. 
Charles C. Hoyt, Mrs. Charles T. Cahill, Mrs. James 
H. Stone and Mrs. Margaret Moynihan. 

A field of 146 shoe men and visiting buyers played 
golf on the opening day of the Boston Shoe Fair. A 
generous industry donated some 75 handsome prizes 
so that over half the field took home some souvenir of 
Boston’s hospitality. 








F. A. MILLER 


National Boot ahd Shoe’ Manu- 
facturers Association 


President, 


In an effort to correlate the view- 
points of recognized spokesmen for 
various branches of the shoe and 
leather industries, and thereby to ob- 
tain a clearer picture of the existing 
situation and the outlook for the im- 
mediate future, the management of 
the Boston Fair arranged as one of 
the principal program features a na- 
tional round table conference for 
Tuesday noon, at the Hotel Statler, 
with the following executives of trade 
organizations listed as spedkers: F. A. 
Miller, president of the National Boot 
and Shoe: Manufacturers Association; 
M. A. Mittelman, president of the Na- 
tional Shoe Retailers Association; 
Percival E. Foerderer, chairman of 
the Tanners’ Council of America; 
W. K. Masterson, president of the Na- 
tional Shoe Wholesalers Association, 
and Leopold M. Imig, president of 
the National Shoe Travelers Associa- 
tion. 

Owing to the unavoidable absence 
of Mr. Foerderer, his address was 
read by President Fraser M. Moffat, 
of the Tanners’ Council, and Secre- 
tary T. A. Delany, of the National 
Shoe Travelers Association, brought 
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Quest for Volume? 


One of Several Important Questions Discussed 
at National Round Table Conference Held in 
Connection with Boston Fair—Executives of 
Five Shoe and Leather Associations Attend 





M. A. MITTELMAN 


President, National Shoe Retailers Association 


the greetings of President Imig, who 
was likewise unable to be present. The 
gathering proved one of the most in- 
teresting and significant trade meet- 
ings in many months. 

Naturally a considerable part of the 
discussion revolved about economic 
conditions, with particular reference 
to the price situation as affecting the 
shoe business. Mr. Foerderer, for ex- 
ample, struck this economic keynote 
early in his address when he said: 

“No observer of the contemporary 
scene can fail to be impressed with 
the rapidity of events in this most 





eventful of years. Out of the welter 
of problems, vexations, afflictions, 
out of the doubt and uncertainty of 
the last five years, 1935 is crystalizing 
new facts and certainties. Only half 
the year is past, yet the noble plum- 
age of the Blue Eagle has _ been 
plucked, except for scant pin feathers, 
the constitution has been dusted off, 
the House of Representatives has 
voted thrice against the President, 
Grass rooters have laid their ears to 


PERCIVAL E. FOERDERER 


Chairman, Tanners Counc!l of America 
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the ground, and price increases have 
been rumored or announced in the 
shoe industry. 

“The changes we are witnessing, the 
new economic conditions we must cope 
with cannot be met complacently. New 
factors have been introduced into our 
economic structure, the stresses and 
strain of recent years cannot be ab- 
sorbed without showing the painful 
symptoms of growth and change. 
There was a time when we could safely 
be concerned only with the issues of 
the day, the immediate business prob- 
lems of the week or the month. That 
time is past. Our present interests 
demand long range thinking and long 
range cooperation. We cannot afford 
to forget that future crises and emer- 
gencies may be breeding in present- 
day conditions which we tolerate and 
ignore. 

“In our own industries long range 
thinking demands, it seems to me, 
some very plain speaking at present. 
All of us, shoe manufacturers, dis- 
tributors and tanners, have very defi- 
nitely common interests. In fact, we 
are one another’s best friends and 
severest critics in a very acute sense. 
Through the past few years condi- 
tions have developed which have cre- 
ated a growing instability in the eco- 
nomic foundation of our industries. 
Time and again our attention has been 
called to these conditions. But those 


W. K. MASTERSON 


President, National Shoe Wholesalers 
Association 


who raised their voices were prophets 
with rather little honor, for the re- 
sponse they obtained was merely a 
generous chorus of sympathetic clucks, 
and general approval. However, un- 
less we do something more than agree 
that matters are bad, we may all be 
raising our voices in the wilderness 
without honor or profits. 


4M 

THE basic issue we face today 
arises from the abnormally depressed 
price of shoes in relation to all other 
commodity prices. It is an issue which 
affects tanners just as vitally as it 
does shoe manufacturers and distri- 
butors. The widespread belief and 
policy that cutthroat price competition 
is the key to volume and profits has 
been literally revolutionizing the man- 
ufacture and distribution of shoes. Un- 
less the full implications of such 
policies are understood and acted 
upon, the shoe industry will, I believe, 
eventually find it has sold its birth- 
right for a mess of pottage. Like 
Frankenstein, it will have raised a 
monster over which it has no control; 
it will have built consumer price 
habits and price resistance enormously 
difficult to overcome. Those of us 
who come in contact with consumers 
know that buying habits are, in their 
way, as unyielding and inflexible as 
concrete. They can be set and hard- 
ened very quickly, but to change and 
remold them is another job. 

“Some of the facts are well worth 
your attention. Since 1931, shoe prices 
have declined far more than general 
commodity prices. They show today 
a decline from 1929 greater by 25 per 
cent than the general price level. Did 
a terrific and unprecedented shrinkage 
in volume prompt this huge decline in 
prices? Certainly not, for at its worst 
in 1930 the volume of shoe production 
fell less than 16 per cent from the peak 
year of 1929. In comparison with al- 
most every other industry, the volume 
of shoe production was least affected 
by the forces of depression. Yet de- 
spite this inherent stability in demand 
the average factory value of all shoes 
fell off to $1.57 per pair in 1933 from 
$2.58 in 1929. Although some slight 
rise occurred in 1933 it is estimated 
that average prices today are about 
at the 1933 level. 

“The facts I cite are highly provoca- 
tive. They indicate that the widely 


THOMAS A. DELANY 


Secretary, National Shoe Travelers 
Association 


held belief associating lower prices 
with increased volume in the shoe in- 
dustry may be largely erroneous. To 
be sure, if shoe prices were lowered 
to the absurd average of 50c. or 25c. 
per pair, demand might well be un- 
limited. Within economic limits, how- 
ever, I do not believe huge and un- 
warranted reductions in price can 
yield or have yielded any com- 
mensurate return. Such a thought may 
be shocking or disconcerting to many 
of you. Nevertheless, it is based upon 
sound economic analysis; it is sup- 
ported by the facts developed during 
the course of the depression. I would 
even venture the dogmatic assertion 
that had shoe prices been 20 per cent 
higher in 1934 and 1935 the rela- 
tively high production in that period 
would not have suffered materially. 
“If it is true that the quest for vol- 
ume through ruthless price cvtting 
has been fruitless, then it is time for 
our industries to cooperate in restor- 
ing a sounder shoe price level. You 
can well realize that unless we begin 
to do so now, the problem may be- 
come insuperable in the future. None 
of us—manufacturers, distributors, or 
tanners — can escape the pressure 
which consumer price resistance may 
exact. Under such pressure we may 
see losses in volume for which we can 
only blame our shortsightedness. 
[TURN TO PAGE 32D, PLEASE] 
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A window by Bloomingdale Bros., 

New York, showing the close 

tie-up between white shoes and 
white linen suits. 


|F weather was backward for early Summer shoe 
business, there’s still an opportunity to make this year 
show an all-time peak, so far as volume and profits 
on white footwear are concerned. There are at least 
two factors entering into the merchandising situation 
that are decidedly in the merchant’s favor in his efforts 
to establish such a record. One is the unprecedented 
consumer acceptance of white footwear this season. 
Reports from many retail centers indicate that never 
before has the general public, men, women and chil- 
dren, been so white shoe minded. Another factor is 
the fashion situation, which makes white shoes virtually 
a necessity, not only for women but for men and chil- 
dren as well. As a result of the promotion and popu- 
larity of white linen suits and other light fabrics, more 
men than ever before are in the market for white shoes. 

For several Summers past we have witnessed the 
progress of the movement toward a more sensible and 
comfortable style of apparel for men. White linen, 
Palm Beach and similar fabrics, at first worn by the 
few, have now become accepted Summer suitings the 
country over, and their acceptance has much to do 
with the general vogue of all-white shoes this season, 


Man, Woman 


They're All Potential Customers for White Shoes in 


So there is hardly a question but that the current Sum- 
mer will register an all-time high in sales of men’s 
white shoes. 

The white shoe has attained such an accepted place 
in the woman’s Summer footwear wardrobe that there 
isn’t a question about it in the mind of any woman 
who makes even a pretense of being smartly shod. At 
least one pair of white shoes is a Summer necessity 
for her, and the woman who can afford a more ex- 
tensive assortment of shoes for various occasions is a 
logical prospect for two or three pairs, including whites 
and white combinations. 

Boys and girls also are becoming more and more 
white shoe minded. Whites were practically a part 
of every graduation uniform in June, and every young- 
ster will want a pair for play or “dress-up” right 
through the Summer season. With eight weeks of 
Summer ahead, there’s still plenty of opportunity to 
sell them. 


J. & J. Slater, Fifth Avenue, devised this unique Sum- 
mer window of children's shoes. Note the important 
place that whites have in this styleful assortment. 
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And Child 


Vacation Time, and Clever Promotion Can Sell Them 
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An assortment of various types 
of ‘Summer shoes in an artistic 
vacation window by McCreery's. 
This display demonstrates the 
numerous uses of whites in the 
Summer shoe wardrobe. 


So apparently it resolves itself largely into a ques- 
tion of what sort of selling and promotional job shoe 
merchants, by and large, will do to make the most of 
their opportunities for white shoe business during the 
remainder of this month and next. The opportunity 
exists, whether you happen to be in the men’s, women’s 
or children’s branch of the business, and the answer is 
largely up to the merchant himself, his promotional 
department and his window display man and advertis- 
ing counsellor. By keeping up the pressure through 
July and August they can develop and increase the 
store’s normal volume of white shoe business to a 
total that should prove distinctly gratifying. 

What’s the best approach in retail advertising and 
promotion to attain this much-to-be desired result? 
Largely, of course, that remains an individual problem 
for the individual store. But we have heard one very 
sane and sensible suggestion along this line, namely, 
that merchants make it a point to promote white 
shoes—and Summer shoes of all kinds—mainly in con- 
nection with the idea of the vacation season and Sum- 
mer travel, both of which attain their maximum this 

[TURN TO PAGE 45, PLEASE | 








He Seta GOAL 


And 
Attained It 


Good Merchandise, Well Exe- 
cuted Advertising and Honest, 
Intelligent Sales Effort Increased 
Sales 1546 Per Cent in This Store 


————— - 


A. S. Rowe Shoe Department in The Harris Co., San 


Calit., features builds business through 
neat, attractive displays. 


Bernardino, 


THE achievement of transforming a shoe business 
whose sales were unsatisfactory, into a popular, 
modernly equipped and profitable business in the space 
of a year is accredited to “Lefty” Rowe, who has the 
men’s shoe concession at the Harris Company Depart- 
ment Store at San Bernardino, Calif. 

Mr. Rowe took over a shop that, in the previous 
year, had been very disappointing and increased the 
men’s shoe business 1546 per cent in two years, an 
achievement that is worthy of attention in a period of 
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“depression.” He made a success out of the busi- 
ness because he saw possibilities and set a certain 
goal which he started out to attain in spite of the fact 
that his friends and associates told him it couldn’t be 
done; that men’s shoes were a risk in any case, and 
that previous results in this particular case did not 
justify the investment. 

Mr. Rowe had a theory that the right merchandise, 
scientific and psychological advertising, honest sales- 
manship, and intelligent sales personnel would do the 
trick. The results have more than justified the assump- 
tion. Another theory that he firmly entrenched in his 
mind was that customer confidence can only be won 
by perfect fitting of shoes as to size and last. In other 
words, he never sold the shoe merely for the sake of 
making a sale at the expense of fit and style. He felt 
that a customer made must also be a customer kept. 

Advertising and selling personality are the two big- 
gest factors in Mr. Rowe’s success. He believes in the 
theory of “saying it short and often.” Practically all 
of his advertising, with the exception of newspaper 
advertisements, is done via the penny postal card 
system, and the majority of times these are written 
in longhand. He uses the same cards constantly, thus 
bringing his shop and product before the eyes of his 
and prospective customers often and 
[TURN TO PAGE 44, PLEASE] 
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Retailing 


Marches on 


Constant Refreshment of Trade 
through New Stores, New Men 
and New Ambitions 


THE master chart of retailing, as published in 
our June 29th week’s issue, is only the beginning 
of a series of studies in the field of shoe distribu- 
tion by the Boot AND SHOE RECORDER in an effort 
to give to all industry a true picture of the path 
of progress towards “Getting More Shoes Sold 
Right.” The eyes of all industry are on the retail 
fitting stools for at that point the money of in- 
dustry is obtained to sift back into manufacturing, 
tanning and the thousand diversified activities 
that go into making the complex footwear of 
a nation.—Editor’s Note. 

The official report of the Department of Com- 
merce on “New and Old Retail Stores in 1933” 
says: 

“The stores which disappeared or lost their identity 
of ownership since 1929, representing 36.4 per cent of 
all stores in operation in 1929, probably include a 
very large proportion of small stores with limited 
capital and insufficient credit to carry them over periods 
of adverse conditions. No data are available to show 
disappearances analyzed by size of business, but the 
general conclusion stated here is based on indirect 
evidence—an analysis of the distribution of disappear- 
ances by kind-of-business groups. . . . 

“The group hardest hit was the apparel group with 
a total disappearance of 50 per cent of all apparel 
stores in operation in 1929. The ratio of disappear- 
ance was near or in excess of 50 per cent for men’s 
stores, family clothing stores, women’s apparel stores, 
fur shops, millinery stores, custom tailors and acces- 
sory stores. Shoe stores alone show a smaller ratio, 
aggregating 45 per cent for the four years or at the 
rate of 11.2 per cent per year.” 
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RELATIVE POSITION OF THE STATES 
(In Point of Shoe-Store Sales) 

State (In order of sales) 1929 = 1933 
RNS We GRID BERS xc Orie 2 a See ees ole ate 1 1 
SEO ERT T Te Pere 2 2 
RI 83 ore ra en wel Ci ere ee eas 3 3 
CI eh ere a pee et 4 4 
CMMI. Sie osc bl weeienencesenh L 5 
Rd oe he aay ca eagelras 6 8 
LLG CTE GL COUT alae ee cre IESE er 7 6 
INERW ROMSOMIES 526.5. acc os arse we, orn nw 8 7 
Lic Ti” CELA ane peta e Mmene @ewaearan ety ents, 9 12 
RESET te ait a oes a ae geen 10 10 
I WRETRINISEREMIE 3 feo elo uate as aid hate ia ae 11 11 
LTO Seas eet ar eee Nee erent nn 12 9 
RUN oe ohn og. ope brciecu enka ek nee 13 14 
Connecticut ................... 14 13 
WEHVIESOUDD ow occ cc cee cc eecewceecuss 15 15 
Washington ................. 80.02.0505. 16 21 
en oS oe Seo? wea 17 19 
RMEOEAINON Fc. 5 ‘Sack wh spo eton we ate Gees 18 16 
PO Co ne na ee noe 19 22 
WEMOIIRIMEE 25.5 oh) 02 42) hn ee orarereeemes 20 17 
LOUIE OL | at rae nee anne ne ane ere eer 21 20 
l. COLUCL A ER eee eee rr cet 22 23 
District of Columbia .. ............... 23 18 
Kansas RN en er css ne Seti, hal alee eae 24 27 
OUND 5 Ses 5 cau unto in wn Galen Be ws 25 26 
loch? arene rue oer 26 28 
FOCI... ow kee cas cnceevsvees 27 24 
Rhode Island ......................... 28 25 
PA 0), C2 Sa ee ease eee ener a rer 29 30 
NWO@St> VINGINIG. . o-oo ee eae ee ee ecw 30 29 
INGEN SOMERS 6 5 foi) wide Sorat kale Codwedenes 31 32 
TRENT gl? ict BP chs dito Peart 32 31 
COS eG ae ET er eee 33 33 
seb an) xed hig ee iad Oh aan 34 34 
South Carolina ...... .......... ....... 35 35 
New Hampshire .............. . ..... 36 36 
Aslanaas ...... 2. cc eee ee es 37 37 
Mississippi ...... PO ee ee 38 
WRN ne. foes rsh oes oe ee 39 
OMMMIMMR SSCS cork S OCR iss cecal 40 40 
II ince ho ada aes daar neween H 42 
South Dakota ............. ............ 42 43 
MIMEMWAENOMEI 0 83 occl oe cobain ind rane tals 43 41 
North Dakota ........................ . 44 44 
AATCITE Giese GS tec eae eee neg ere ER eC tas 45 45 
\ ST oe 46 47 
NOUR i oan he dois Case oe a eee 47 46 
NCR 3s dogg 2s 2 arian tse lp ear an ere 48 48 
New Mewico: ... 0 -.. oc cc ccccseccecese 49 49 








The National Council of Shoe Retailers in a study 
of these basic figures says: 

“The highest ratio for the disappearance of shoe 
stores since 1929 was found in the state of Oklahoma, 
where 50 per cent of the stores in operation in 1933 
were new stores. Out of 149 shoe stores in Oklahoma 
open for business at the end of 1933, only 74 had been 
in operation in 1929, while 75 were opened during the 
period 1930-1933.” [TURN TO PAGE 34, PLEASE] 



















Park Your Brains 


Many a man reports for work at nine o’clock in the 
morning. He comes to the store on time but his brains 
may not arrive befgre noon, or for that matter, may 
not come to work the whole day. 

We see shoe stores everywhere physically open for 
business with the brains parked somewhere else. 
Never has that been more clearly demonstrated than 
in the early weeks of July, with clearance sales every- 
where. Just when the people want white shoes, the 
merchants gives them away, without profit, because it 
has been the custom for a generation to clear all goods 
in July. Weather, good or adverse—makes no differ- 
ence—the time to clear is traditional. 

But here and there we see shoe brains at work. One 
shoe man, with a number of stores, said: “I received 
some new shipments of white shoes on June 28—10,000 
pairs in fact, and my stores will have plenty of sizes 
and widths at regular prices in the month of July. 
1 am more interested in making a profit than a need 
for going out of business in July and August—one-sixth 
of the selling year. I have a feeling that people want 
white and still want them in sizes and widths at my 
prices and I don’t expect to have much to carry over, 
at that.” 

A manufacturer tells us that he has insisted that no 
shoes of his featured line can be sold at other than 
list price at any time the year around. If any store 
clears at sales prices, it loses the agency. Believe it 
or not, that organization is increasing its business 
month by month because this line’s public doesn’t wait 
for clearance—there isn’t any. 

The country is watching the Detroit experiment, 
where the merchants have agreed to have no Summer 
shoe clearances until July 15. We believe the com- 
munity has been benefited by such an act in prestige 
to the merchant and in better selection to the public. 

No community in the country has been as fortunate 
in its cooperative promotions as Washington, D. C., 
where they not only clear together but promote to- 
gether. In the capital ,city they express no general 
grief over the sale of rubbers and galoshes because the 
merchants agree among themselves to hold to seasons 


Open for Business But, 
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Outside 


By 
ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


and policies. Competition is an excellent thing when 
it is based on efficiencies in service, but it can be a 
terrible thing when it is made a ruthless battle for 
price or volume. 

Cooperation might have been possible on clearance 
sales this season if one or more merchants in each com- 
munity had the courage at least to call a meeting of 
all shoe men for a consideration of the problem of 
distributing goods with a profit to all concerned, rather 
than a universal loss. 

Why, do you know, there are some organizations 
that regularly expect 40 per cent of their volume at 
clearance time? They build regular shoes and often 
sweeten the clearance with irregular goods. Certainly 
the standards of such businesses are not in line with 
quality policies. It may be true that the public gets 
what is pays for, but the business itself is playing a 
game rather than operating to a definite standard. 

There is an opportunity this Summer for merchants 
in many communities to get together, one with another, 
to establish cooperative practices for the coming Fall 
and Winter season. Certainly every store can agree 
to the policy of opening the season at the same time. 
That has within it the merit of promoting regular 
goods in a regular way. 

We therefore again announce Fall Shoe Opening— 
August 19—to capture the interest of parents who are 
planning the school wardrobes and to get some of the 
money that is available in August. Economists have 


pointed out that August payrolls will be above the 
normal of a year ago and that expenditures for fuel, 
and Winter raiment is not generally budgeted before 
October and November spending. 

So the August dollar is a free spending dollar among 
many groups of consumers—let’s get it cooperatively 
into the shoe men’s hands. 
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America’s 
Fastest-Selling 
Sole 


“EXTRA WEAR” is simply 
a better way of saying econ- 
omy — and economy is still 
the big talking point in most 
shoe sales. 


In a shoe, economy starts at 
the bottom —the sole. For 
today’s thrifty buyers have 
learned that a sole must go 
farther if a shoe is to wear 
longer. 


Let these customers know that 
your shoes have soles that do 
go farther—that do give extra- 


wearing economy. Let them 
know that you feature Good- 
year Wingfoot Soles because 
NO OTHER SOLE HAS EVER 
BEEN BUILT THAT WILL BEAT 
THEM FOR WEAR. 


Take full advantage of the 
economy in this sure-footed, 
comfortable, waterproof sole 
— it will help your shoe sales 
just as “extra wear” helps to 
make more motorists ride on 
Goodyear tires than on any 
other kind. 


WINGFOOT SOLES ano HEELS 





When writing advertisers please mention 


Boot and Shoe Recorder 





























Hon. David |. Walsh, Senior United States Senator from 
Massachusetts, presents $1,000 check and engrossed cer- 
tificate to William Francis Dunn of Washington. 


STANDING proudly on the great stone steps at the 
East front of the Nation’s Capitol at Washington, D. C., 
William Francis Dunn of Washington, winner of first 
prize in the W. L. Douglas Shoe Company’s recent ten- 
weeks contest in letter-writing on the theme, “All- 
Leather Construction,” received from the hand of 
David I. Walsh, senior United States Senator from 
Massachusetts, the Douglas Company’s check for 
$1,000.00 and an engrossed certificate entitling him to 
three pairs, of his choice, of Douglas shoes every year 
year for the rest of his natural life. 

Thus came to a picturesque close another interesting 
and exciting race for attractive money and merchandise 
prizes given for publicity purposes in the shoe and 
leather field this year and participated in by hundreds 
of thousands of persons all over the civilized world. 

The Douglas Company contest provided prizes for a 
total of seven hundred and forty-five successful con- 
Printed lists of the entire group of winners 


testants. 


Washington Man WINS 
$1000 Douglas Contest Award 





* 
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List of Principal Prize Winners in Pic- 
turesque Contest for Best Letters Setting 
Forth Merits of All-Leather Shoe Con- 
struction—Winner Also Gets Three 


Pairs of Shoes Per Year for Life 


were placed in the Douglas retail stores and 
Douglas agencies throughout the country last Monday 
morning. The awards were made by the three official 
judges, who were Fraser M. Moffat of New York, presi- 
dent of the Tanners’ Council of America; Benjamin T. 
Butterworth, advertising manager of the New York 
Times, and Miss Helen Koues, fashion editor of Good 
Housekeeping, New York. 

The other winners of the principal prizes were: 

Second prize: $250 cash, also one pair of shoes each 
year for his life, won by J. M. Lambert, El Paso, Texas. 

Third prize: $150 cash, also one pair of shoes each 
year for ten years, won by Arthur L. Young, Park 
Ridge, III. 

Fourth prize: $100 cash, won by Floyd H. Hazzard, 
Bloomfield, N. J. 

Fifth prize: $75 cash, won by F. C. Berbig, Jr., 
Memphis, Tenn. 

The five winners of twenty-five-dollar cash prizes 
were: Frank H. Arisman, Chicago, IIl.; R. H. Cren- 
shaw, Louisville, Ky.; A. H. Sidebotham, Grand Rapids, 
Mich.; J. T. Beasley, El Paso, Texas, and E. R. Lloyd, 
Youngstown, Ohio. 

Fifty men and women scattered all over the country 
and a few in foreign countries were awarded ten-dollar 
cash prizes, and six hundred and eighty-five others will 
receive engraved certificates of merit—which they will 
permanently retain—that entitle them to one pair of 
shoes each. 

Mr. Dunn, who plucked the attractive top prize, is a 
native of Washington, D. C., and has been for some 
years private secretary to the vice-president of the 
Southern Railway Company. When notified last week 
that his contest letter had brought him the richest of 
the plums, he bubbled with exuberance and told 
J. Albert Holmes, store sales manager for the Douglas 
company, who broke the good news to him, that no 
cther “psychological moment” was ever so timely as 

[TURN TO PAGE 43, PLEASE] 
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Barbour 


DRESSWELT 


STYLED BY 


BARBOUR DRESSWELLT is in every respect 
BARBOUR STORMWELT but made with a smaller 
rib to provide more refinement for high grade dress 
shoes. 


This upstanding rib of solid leather seals the inseam 
against moisture. It adds an element of distinction to 
the shoe, admittedly a selling factor. The rib, a unit 
with the Goodyear Welt base is a shape-retaining 
factor of no small importance, retarding the natural 
tendency to tread over. 


Smartly styled, substantial he-man shoes with 
BARBOUR DRESSWELT—obviously correct for 
rugged weather—sell readily. Be prepared to profit by 
a substantial turnover of men’s shoes fashioned with 


GENUINE BARBOUR DRESSWELT 


Barbour Weltin g Co. 
STORMWELT CONSTRUCTION. B R OC K T O N . MA Ss S 
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Last designed for 
use W/th efther 
type of insole 





Saddle insole 


look for this stamp 

on all shoes made 

on “Down to the 
Wood” lasts. 





The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 


Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 

















ORE AK Sobel 
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The United Last Com- 
pany operates these 
modern factories in 


eight important terri- Fe 


BROOKLYN, N. Y¥. 


FITZ BROS. CO. 
sees esaseiaaiaiees tories. Its facilities for 


style and service are 








p t. “BR Sag oe . _. =] constantly available 
: to the shoe manufac- 


turing industry. 
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UNITED LAST COMPANY 
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ITS A DATE 
Are You READY? 


Way do women buy their first Fall hats in August, 
and their first Fall shoes weeks later? Because past 
practice has been to headline hats and forget feet. 
It all started way back when selling millinery was 
entirely (or practically so) a woman’s business, and 
selling shoes was exclusively a man’s job. 

Women milliners were wise to feminine foibles. 
While shoe men were either holding clean-up sales or 
taking August naps, millinery ads and windows were 
showing new Fall hats. 

“Sister,” they said, “if you’re tired of Summer 
clothes, a new hat will change your whole outlook on 
life. And besides, you'll be a fashion leader and make 
other gals jealous.” 

So, for all these years women have bought their 
first Fall hats so early that by the time the season got 


NATIONAL FALL SHOE OPENING Ad-layouts and display set- 
Gone home Puscrle tings suggest a simple way to 
give a comprehensive review 


of Fall Shoe Style Themes. 


In the window suggestion the 
extended top conceals lights 
that illuminate the lettering, 
and the “frames” in which 
actual shoes are used, with 
short text to tell the style 
story. The lettering and shoes 
are on mat board, held in 
place by a light frame. 








| Select Your Fall Shoes Early | 
™ a 








ACTIVE STREET 


a 


AFTERNOON 












































By R. E. ANDRUSS 


under way hey were ready for their second Fall hats. 
And this, just about the time they bought their first 
Fall shoes! 

Only last year was any important action taken to 
change the situation. The splendid response showed 
that the idea was a good one. When Boot anp SHOE 
RECORDER “sounded out” shoe merchants in all sec- 
tions. regarding a bigger and better Fall Shoe Opening 
this year, the response was one of tremendous en- 
thusiasm. 

National Fall Shoe Opening, August 19, will have 
the active support of thousands more merchants than 
participated in last year’s successful promotion. Mer- 

[TURN TO PAGE 43, PLEASE] 





Buying Habits Can Be Changed. Fall Shoe 
Opening, as a National Promotion, Will 
Develop and Increase the Habit of Buying, 


First Fall Footwear Earlier. 
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13, 1935 


Golf Lessons Promote Golf Shoe Sales 


repair department, and the idea ca- 
tered to standing room only in the 
afternoon. Golf clubs were placed 
around the registration desk and any- 
one desiring could swing them around 
while they were waiting. There were 
also ample chairs to sit down and wait 
in line. 

The interest of the campaign was 
largely centered in beginners or aver- 
age dub players, although the enroll- 
ment was by means restricted to them, 
but the average and even good players 
took advantage of the opportunity to 
enroll and learn more about golf or 
perfect their game. 

In connection with this idea, Adolph 
Siegel, manager, tied up very exten- 
sively with store and window displays, 
and he also put a display case in the 
Rock Creek and Potomac Park golf 
courses, consisting of golf shoes “new 
and repaired,” the idea being to sell 
new golf shoes and to introduce their 
repair department to golfers, encour- 
aging them to bring their old worn out 
golf shoes (as well as other shoes) to 
Hahn’s to make them as good as new. 

Predominant in the display were 
women’s moccasins. Imitation green 
turf and golf sticks conveniently placed 
among the various lines of golf shoes, 
helped to create a typical golf atmos- 
phere. Display signs read: “Your Old 
Shoes Can be Remodeled For Golf” and 
there was a display of repaired shoes, 
with samples of the kind of repairing 
the store puts out. 

Of course, selling new golf shoes 
and repairing old ones was really only 
a part of the scheme, but for the mo- 
ment it was the predominating feature. 
What was really in back of it was to 
get all those enrolled so shoe-conscious 
and Hahn store minded that they would 
thereafter become regular customers, 
and the store’s location would be well 
fixed in mind—probably among _ hun- 
dreds of people who had hitherto passed 
by and not bought their golf shoes from 
Hahn, or brought in old shoes to be re- 
paired. 

The idea of the campaign was to get 
all golfers to turn to Hahn’s for golf 
shoes, golf hose, and repairs to all 
kinds of shoes—and it worked. In con- 
nection with the registration the store 
also gave out two free shine tickets. 
After the party had registered, he or 
she would be presented with these tick- 
ets on which a time limit was fixed for 
their use. That brought them back 
again and kept them circulating at 
Hahn’s, thus putting the store on the 
map with golfers. They were also 
given a circular about Hahn’s 14-point 
shoe repair service which got them 
better acquainted with shoe repairing 
as well as the fact that Hahn sold golf 
shoes and hose. 


[CONTINUED FROM PAGE 14] 


WS RAID 


YOUR CLOSET! 


Bring Last Summer's Shoes to Hahn's! 





WHILE-VOU-WAIT SERVICE .. Ltth ATG! 


Phone Service, DL 5450—or leave ot any Hohn Store 











This Ad Featuring Hahn's Fourteen 

Point Shoe Repair Service Brought 

Very Satisfactory Results in Connection 
with the Golf Lesson Promotion. 


On the back of each registration card 
was Hahn’s complete shoe store adver- 
tisement. When they came into the 
shoe repair department to register, they 
were faced (many of them for the first 
time) with something they had never 
seen before—Hahn’s new basement shoe 
repair department, with its many other 
facilities, such as shoe dyeing. For 
here is a separate merchandising alcove 
known as “The Dye Studio” where an 
average of from 30 to 35 pairs of shoes 
are dyed daily—the finest kind of dye- 
ing work. There is also a “Shoe Shine 
Studio” where shoes are shined. Here 
also they got a peep through a large 
plate glass window of the shoe repair 
department in action in a separate 
room, with a sign: “You are invited 
to inspect our Dynamic Repair Shop. 
Our Foreman will show you this mod- 
ern machinery in action.” And they 
are taken on a tour and everything is 
explained. 

A special “rebuilt” shoe display 
catches their eye and a salesman ex- 
plains Hahn’s 14 points in shoe repair- 
ing, viz.: 

1. Fine factory standards—factory- 
trained operators 

2. Latest type factory machinery 

8. Skilled treeing with correct lasts 
to restore original shape and style 

4. Linings and welts repaired with- 
out extra charge 

5. New laces without extra charge 

6. Uppers cleaned and polished—no 
extra charge 


7. All rips repaired—no extra charge 

8. Dynamic polishes and dyes used 
exclusively; work supervised by a dye 
expert 

9. Sole leather used is the finest se- 
lection of oak tanned hides 

10. Top-grade leather heels or rub- 
ber heels of extra service quality 

11. Free call and delivery service; 
while you wait service 

12. Extra fast service on rush orders 
when needed 

13. A club-like waiting room 

14. No extra charge for all these 
extra services. 

The salesman takes these shoes from 
the special display stand, shows a pair 
ready to be thrown away, with one in 
bad condition and the other of the pair 
half soled, rebuilt, cleaned up, patched 
and with new laces in them—all for 
the same price that they pay the aver- 
age shoe repair people, with the extra 
service thrown in. 

On the Fourteenth Street entrance, 
at the right, is a small window with 
a turn-table in constant motion, and 
photos of the shoe repair department 
on the wall, which tells all about the 
basement shoe repair service and in- 
vites them in. Fourteen small cards, 
2 x 8, tell of the 14 points. 

Thus there was a complete tie-up 
with Hahn shoe service, which not 
only brought in a lot of new business, 
but also tied many customers to the 
store which they had never been in 
before. 


Salesmen Promote Hosiery Sales 


PROVIDENCE, R. I.—Hosiery sales are 
largely recorded in proportion to the 
sales effort of the retail organization, 
according to Ernest L. Jeffery, manager 
of the W. L. Douglas Shoe Store of this 
city. 
“When taking over my duties here,” 
says Mr. Jeffery, “hosiery sales were a 
great deal smaller than they are today. 
The main reason for this record lies in 
the effort we have put into this prod- 
uct. Every member of the sales force 
is groomed to talk hosiery, to suggest 
hosiery, and to bring hosiery into the 
customer’s mind. That is the impor- 
tant thing. It is a true fact that many 
a customer buys hosiery upon sugges- 
tion who would never have mentioned it 
had not the salesman taken the initia- 
tive.” 

Mr. Jeffery has also arranged an 
open hosiery display where hosiery 
stock in all but the very light colors are 
easily accessible to the customer. He 
may take up the hosiery, feel of it and 
many a sale has been made directly 
through this display. Hosiery for chil- 
dren and all-white and very light col- 
ored stock is displayed under glass. 








TO RETAIL AT 


$6,50 


AND UP 


NEW YORK CITY SALES OFFICE 





BEG. U. 8. PAT. OFF. 


The New Treadeasy Line for Fall has 


been designed specially to fulfill the 
American woman's desire for shoes 
of style and comfort. 


The attractiveness of these new 
Treadeasy Shoes is only matched by 
their thoroughly complete comfort 
and fitting qualities. 
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National Shoe 


FOUNDED 1912 





"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety”’ 





The Heelless Sandal 


EELLESS sandals are to me something 
of a mystery. They were first presented 
in Paris about three years ago, but the 
reception was very lukewarm. This past 
Winter season they were more favorably 
received because they went so exceptien- 
ally well with the Oriental and Hindu 
type of gowns, which created such a furor 
at the Paris showings. 

This particular type of dress, however, is 
worn by the sophisticated or exotic person 
but certainly all the people who bought 
heelless sandals cannot wear this type 
dress. The demand for this heelless san- 
dal, “Glides” we call them, is growing; 
short women as well as tall women are 
buying them and it is really amusing to 
watch the expression on a woman’s face 
when she is examining this ridiculous bit 
of footwear. There is that upturned ex- 
pression of the mouth which denotes some- 
thing that she is pleased about. 

Two very important weddings, socially 
speaking, that we did this season, were 
capped off with heelless sandals for the 
bride and her attendants. We would not 
attempt to make a prophecy into the future 
in regard to any style, but it seems to us 
that for the coming season, the heelless 
sandal is going to fill quite an important 
place in styles of the moment. 

H. R. Wittiams, 
Bergdorf-Goodman. 


Association Activities 


To keep retailers fully informed of de- 
velopments of important trade affairs. 

At Headquarters we are continually on 
the alert to learn of proposed legislation in 
State and National law-making bodies, 
that would have any bearing on our busi- 
ness and function of retailing. These pro- 
posed laws are then studied by our Legis- 
lative Committee and action is taken 
wherever deemed advisable. 

* * *# 


A “News Survey” bulletin is sent to all 
members as often as deemed necessary 
(about once a month) furnishing each 
member with confidential N.S.R.A. trade 
information. P 

* *¢ * 

We endeavor to save shoe merchants 

25% in the cost of their fire insurance. 
Joun J. Hoven, 
Manager. 





Retailer Controlled Brands 


The Success of Promotions of Shoes Branded by the 
Individual Store Creates Great Interest and Sug- 
gests a Promising Path for Merchandising Progress 


THe outstanding success of three New York retailers, J. & J. Slater, Shoecraft, 
Inc., and Oppenheim Collins & Co., in promoting their respective identifications 
and store controlled branded lines, is being studied by retail shoe store operators 
all over the country. 

“Runaround” by J. & J. Slater—“Gringo” by Shoecraft, Inc.—“Arch-Retainer” 
by Oppenheim Collins & Co., are the identifications that have created such wide- 
spread interest in the trade by reason of the success that has attended their pro- 
motion. Here is the way these three stores told the story: 


Success Story of the "Runaround" 


“A low-heeled bucko calf oxford has made history with J. & J. Slater. Born in 
an era which prophesied ‘flats’ and low heels as fashion firsts, it has made hurdling 
bounds to popularity. In approximately twelve weeks, thousands of pairs have 
been sold, many customers buying it straight across the board in all of its nine 
vibrant colors. It all happened this way. 

“The shoe got off to a flying start with its name, ‘Runaround,’ which conveyed 
agreeable and appealing feminine notions: Youth... All-purpose . . . Casualness. 
We first brought the ‘Runaround’ to the attention of our patrons through direct 
mail. We prepared a striking folder which presented a large drawing of the 
shoe, a sample swatch of brown bucko calf attached, a series ef small colored 
shoe drawings in vivid shades which challenged the customer’s imagination and 
from which she could make her choice, and special direct selling copy which 
told her 1..2..3..4..5 reasons why! a 

“Colorful window displays with ‘catchy’ window signs dramatized the ‘Run- 
around’ most effectively. In addition, we sold a pouch to match the shoe. Occa- 
sional newspaper advertisements and publicity followed. The result? Well, the 
‘Runaround’ continues an untrammeled, colorful existence. And the saga is not 
over. It looks as though its life has just begun. We're buying it for Fall. That’s 
what we think of it. We have registered the name and the root of the whole 
thing starts with the manufacturers—Marshall, Meadows and Stewart, of Auburn, 
New York. 

As Shoecraft Presents the "Gringo" 


“*Modestly thine’ sighed the Gringo, as he snuggled around a new conquest at 
Shoecraft, Fifth Avenue. ‘I breathe at your feet, my lady ....It’s my perforations 
you know. Anyone who has ever thrilled to my soul-satisfying embrace has never 
forgotten me. Ladies come back to me again and again. And, when support is 
needed, my second strap steps into action. Sophisticated? Certainly! Five 
continents acclaim me their own. To have added color and romance to the great 
beauties of this day, is something I cannot forget. Nor can I omit that I’m 
strikingly handsome. Must be... the sales tell the story.’ ” 


Year's Greatest One Day Sales Volume $43,000 


“Oppenheim Collins & Co. have been selling their exclusive branded line of 





An early Fal! opening means a longer season for profitable retail shoe promotion. 
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Retailers Association 


NEWS BULLETIN 





Service Center—274 Madison Avenue, New York—John J. Holden, Manager 





‘Arch-Retainers’ for a number of years—and each year since their introduction to 
the patronage of this establishment, the pairage sales have been in the ascendancy. 

“The shoes sell regularly at $8.50 a pair, but twice a year are offered at sale 
prices. They were recently advertised at $5.98 per pair, 2 pairs for $11.00. It is 
reported sales for one day amounted to $43,000.00. 

“Your manager knows of no greater single day sale any place in the United 
States during the past year.” 

At Shoecraft and J. & J. Slater pairage volume is also reported as most grati- 
fying. 


Congressional Investigation of the American Retail Federation 
and Chain Store Operations 


This investigation, under the direction of Congressman Patman, has been having 
a recess, but by the time this bulletin reaches you, the investigation will un- 
doubtedly have been resumed. 

It is assumed that there will be a report in the consumer press, and we suggest 
you follow this investigation closely. 


Local Retail Code Authority Headquarters are gradually being liquidated and 
in consequence many matters that formerly came under the jurisdiction of the 
National Code Authority are now being referred to your Trade Association. 

We invite your communications in matters pertaining thereto. 


+ & 


Sales on white and all classes of summer shoes have been very satisfactory 
during the past three or four weeks—and in consequence many retailers all over 


the country are regretting price promotions that in many cases were put on pre-: 


maturely. 
Many are beginning to realize that no matter what the weather conditions, 


typical summer shoes can be sold at a profit up to August Ist, without taking 
reductions—and that the proper time for clearance is during the first ten days 
in August. 

* + 

The National Shoe Retailers Association has announced August 19th as the 
“Opening” of the Fall and Winter season 1935, to the consumer. 

Though this announcement was made only a short time ago, already retailers 
and manufacturers all over the country have signified their intention of cooperat- 
ing in the promotion of new Fall merchandise at this time. 

Many city, state and regional shoe retailers associations, as well as many other 
allied trade associations have signified their intentions to cooperate. 

The consumer press throughout the country has been notified of our plans and 
already is arranging for the release of editorial copy to be run in connection with 
the ads of retailers announcing the opening of their season to the consumer. 
Weekly, semi-monthly and monthly fashion periodicals are also greatly interested 
in this plan of promotion. 

* + 

Retailers selling merchandise from $10.00 up, are practically all buying fair 
size runs of all-over alligator and alligator trimmed shoes for the coming season. 
These orders are all for shoes made of skins-of small markings, which leather is 
lighter in weight and considerably more flexible than what was sold several years 
ago. 

Many of these shoes will be sold as high as $18.50 per pair and practically all 
are of welt construction or heavy soled turn and processed shoes. 





St. Vitus Merchandising 
Methods 


Are We in Business to Beat Yester- 
day in Volume Or to Make a Profit 
on the Year's Operation? 


Ir seems that every season we have 
WEATHER on which the average retailer 
blames his slow moving stocks—and the 
present season was a fine example of St. 
Vitus merchandise methods, due to a sea- 
son that did not open up as early in some 
sections, as some jittery retailers thought 
it should. The net result of which was 
that before it did open, not a few retailers 
started to “dump” their summer merchan- 
dise. Then in sheep-like fashion a great 
number of so-called merchants, whose 
wishbone is where their backbone ought 
to be, followed suit thereby permitting 
their competitors to influence their mer- 
chandising policies. 

How does an industry expect to keep the 
public’s confidence if this policy is to be 
followed season in and season out, for 
some imaginary reason or other? 

In 90% of the villages, towns, and cities 
of these United States, the consumer 
should be expected to pay regular prices 
for summer merchandise up until August 
Ist. A tremendous percentage of the pop- 
ulation does not go on its vacation until 
August, and most of these vacationists do 
not buy their new summer shoes until just 
before they go away—and yet retailers all 
over the country who would like to be 
classified as merchants, start to “dump” 
their stocks early in June. Possibly this 
is one of the great reasons why shoe re- 
tailing is considered a hazardous business 
and does not attract a more intelligent 
type of individual. 

Have we finally reached the point that 
only through sales or the sale of price are 
we to survive as shoe retailers?—Or are 
there enough substantial retailers left who 
have the ability to promote their merchan- 
dise from a_ style—quality—and service 
rendered standpoint, and the courage and 
the tenacity to maintain regular prices for 
summer merchandise to August first. 

We have announced the opening of the 
Fall season to the consumer for August 
19th—and the interim between August 
first and this date should permit ample 
time for clearance unless the retailer does 
not belong. 

Joun J. Hotpen 





The matters discussed on these pages are solely the expression of the National Shoe Retailers Association. 
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Formal afternoon sandal of brown kid with beige 
lustre stripping and brown braid, 


Five-eyelet tie of black kid with red piping and stitch- 
ing. The lattice stripping is covered with black grosgrain. 


Strap pump of black kid with black patent stripping and sil- 
ver piping. The flower is of black patent and hos silver leaves. 
WEINSTAT SHOE MODELETTES 
WEINSTAT, SHOE STYLIST 


When writing advertisers please mention Boot and Shoe Recorder 


13, 


1935 
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and figures Say 





Early Buying More than Confirms the 
Fashion Forecasts on KIDSKIN Footwear 


Actions speak louder than words. Orders are more convinc- 
ing than predictions. So, even if you have discounted the 
fashion forecasts that ‘’KID is first for fall,"" you can’t afford 
_to ignore the advance fall buying figures. On the basis of 
actual store orders, kid footwear is definitely out in front. 


So buy kid now—but don’t stop there. Prepare to PROMOTE 
kid shoes for every occasion — from the very start of 
the season. In fact, you can step up the late summer 
demand for dark shoes by featuring the light weight of 
all the new fall styles in brown, black and blue kidskin. 
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When writing advertisers please mention Boot and Shoe Recorder 
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Profits Imperiled by Quest for Volume? 








“The conviction has grown in my 
mind, and I believe, in the minds of 
many others, that the shoe industries 
have in the past few years taken the 
wrong turn. They have neglected the 
sound and economic highroad to sta- 
bility and prosperity in the illusive 
quest of volume through price cutting. 
Shoes are a basic necessity; good 
shoes are essential for health; more 
shoes are essential for style and the 
change of seasons. Let the energy ex- 
pended in ruinous competition be de- 
voted to the cooperative effort of tell- 
ing consumers about shoes. Let us be- 
gin to sell the consumer quality and 
health instead of price. The coopera- 
tive effort of our industries along that 
road may uncover a market which price 
cutting has never been able to achieve.” 


Mr. Mittelman Optimistic 


President Mittelman of the N.S.R.A. 
took an optimistic and encouraging 
view of the future, saying in part: 

“The same underlying economic 
forces tending to bring about general 
recovery throughout the country are 
operating with equal strength in the 
shoe and leather industries. There are 
many favorable conditions present to- 
day. We sense them in the gathering 
of men and material in this mid- 
Summer market. We learn by getting 
together at this time, in preface to a 
better Fall and Winter selling season, 
that prices of important raw materials, 
both domestically and internationally 
have shown an encouraging degree of 
stability. We are perhaps almost in 
sight of a new balance in the price 
structure. The chiseler and the price 
cutter has either lost his cunning or 
the trade has become educated up to 
the point of preventing his uneconomic 
action. We learn by experience how 
to prevent plagues, disease and pesti- 
lence and perhaps the experience of 
the past five years produced the eco- 
nomic‘antitoxin that destroys the bug 
that caused most of the trouble, most 
of the reduction in wages and purchas- 
ing power and most of the losses in 
business. 

“T sense an increase in the strength 
of these underlying economic forces 
which in the past have always pro- 
duced recovery after depression. The 
attitude of business itself, as voiced at 
this meeting, is indicative of better 
days ahead. 

“More people are in the mood to buy 
because they feel greater security than 
they did a year ago. They are not 
only in the mood but in the positive 
need of buying more goods and better 
goods. I for one believe that the taste 
of the American public is likewise im- 
proving. We are not going back to 
the horse and buggy days. Women will 
not return to cheap shoes even though 
they were an economic necessity a year 


[CONTINUED FROM PAGE 17] 








or two ago. Neither will a man re- 
turn to writing all letters by hand, 
paying all bills by currency nor to 
tallow candles for light, when he has 
found efficiency and economy in the 
use of the typewriter, check account 
and the electric light.” 


Address by President Miller 


Business prospects and price tenden- 
cies were also touched upon by F. A. 
Miller, president of the National Boot 
& Shoe Manufacturers Association, who 
said in part: 

“It is probably true that at no time 
in the history of our industry has a 
round table discussion, participated in 
by all branches of the trade, been more 
opportune. We are at this moment 
facing problems, some of which we have 
faced and solved before, but one of 
which is altogether new. 

“The problem of a rising raw ma- 
terial market and the necessity of re- 
adjusting prices of the finished product 
has confronted our trade and has been 
solved many times in the past; but 
those instances occurred in the days be- 
fore reformers had conceived the idea 
that everyone in business needed either 
a policeman or a guardian, and before 
politicians embraced this theory because 
the majority of their constituents were 
not in business. However, the problem 
of rising prices is intrinsically the same 
as it has been in the past. Two years 
of NRA and experimentation with 
political domination of industry have 
not changed the fundamentals of busi- 
ness one iota. 


Better Prices Necessary 


“In the present instance the securing 
of proper price advances is not only a 
matter of plain business necessity to 
the individual units within the indus- 
try, but it is also a matter of serious 
importance to the industry as a whole. 
The securing of proper advances in 
price in a direct, clear-cut and coura- 
geous manner is of more importance to 
the industry today than it would be had 
there not been a far flung, elaborately 
organized NRA, or if there were not 
now a so-called skeletonized NRA and an 
open attitude in our National Capital of 
suspicion and skepticism toward busi- 
ness, Under present day conditions 
especially, any industry will best serve 
its own purposes and the common good 
by courageously asking and getting any 
necessary increases in price, instead of 
hesitating and attempting to beg its 
way, or resorting to chiselling tactics. 
We must never lose sight of the fact 
that self-appointed guardians of busi- 
ness, both in and out of government 
service, are looking hungrily for in- 
stances of chiselling which they can 
hold up as horrible examples in trying 
to prove that industry needs policemen 












and guardians, and that it should there- 
fore be again regimented and super- 
vised by government. Faint-hearted- 
ness and chiselling will play directly 
into the hands of these would-be regi- 
mentiers and government supervisors. 
Straightforward, courageous action by 
industry and trade in securing the 
necessary advances will tend to defeat 
their fondest purposes. 

“Considerable concern is being ex- 
pressed by some in regard to the im- 
mediate future trend of business. Most 
statistical and business services main- 
tain that trade will remain at low levels 
during July and August, but that a 
substantial improvement may be ex- 
pected in the Fall. These predictions 
seem altogether reasonable. The fact 
must be remembered that the natural 
forces for recovery are consistently at 
work and are constantly accumulating 
even while Congress is passing legisla- 
tion that is extremely discouraging to 
business. 


Sound Force for Recovery 


“It seems altogether logical to believe 
that once Congress has fulfilled the 
Administration’s purposes for the pres- 
ent session and gone home, and the 
ominous onrush of legislation that 
points toward political interference 
with and domination of business has 
ceased, these accumulated natural 
forces for recovery will no longer be 
submerged, but will exert a strong and 
sound force for recovery. American 
business has.always been courageous, 
and its courage has been happily rein- 
forced by the recent decisions of the 
Supreme Court. It seems altogether 
reasonable to believe that business, once 
freed of the threat of further political 
interference and domination, will avail 
itself of these accumulated natural 
forces for recovery and that industrial 
and trade volume will show a gratify- 
ing increase, beginning with the period 
of normal Fall expansion of business. 

“The shoe industry finds itself in a 
rather favorable position in this trend, 
as indicated for industry in general. 
Rising markets are always a stimulant 
to trade ani the reports of the volume 
of orders tha. are now being received 
by shoe manufacturers give evidence 
that this influence is already at work. 
The shoe industry should feel the lift 
of this influence, during July, August 
and early September, and the rise in 
general trade activity that is indicated 
by the business and statistical services 
will, no doubt, provide a demand that 
will sustain and prolong the Summer 
activity in the shoe manufacturing in- 
dustry, which is now being stimulated 
by the force of advancing markets.” 

President Francis B. Masterson of 
the National Association Shoe Whole- 


[TURN TO PAGE 47, PLEASE] 
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MAKE YOUR SHOES 


100% QUALITY 




















“Grab the telephone for another 
rush order.” 

“What! Again!” 

“Yes. There goes the last pair 


e..°8 of that third lot of shoes of 
Quarter Lining} 3. 0is3 Brown’ 


It is the finest glazed The fact that Surpass definitely added colors to its stand- 
Quarter Lining obfainable ard line of Black Glazed Kid was at first as of much 


interest to manufacturers and retailers as were the colors. 
But the success of Surpass Brown and Surpass Blue from 
the retailer's standpoint has been outstanding—and mer- 
ited. The rich tones of Surpass Brown, for instance, neiiher 
too olive nor too red, but of a real, well chosen brown, 


ompan ¥ carefully matching current style requirements, fully lives 
cousere tose , up to both the Surpass reputation and to the specially 
Portland Maine selected, firm textured skins that are used. Here is Glazed 


Kid that sells footwear! Prove that to your own satisfaction. 


ASK FOR SAMPLES 


143 Lincoln Street, Boston, Mass. 


Onco Innersoles, Quarter 
Lining, Upper stock, sock lining 


All Onco products are made BROW N (: 4)) 


from Solka. Look for the 
AND 


\ MEANS QUALITY Solka Seal of Quality on the 


BROW 7 products you buy. 
as well as BLACK 




















% Shoe Manufacturer 
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The next highest ratio of disappear- 
ance was found in North Carolina, 
where 46 per cent of the stores in 
operation at the end of 1933 were less 
than four years old. In ten states the 
number of shoe stores opened in the 
year 1933 alone was greater than 10 
per cent of the total number of shoe 
stores in operation. These states were: 
California, Florida, New Mexico, Okla- 
homa, Oregon, South Carolina, Texas, 
Virginia, West Virginia, and Wyoming. 

United States—Total shoe _ stores, 
1933, 18,836; opened in 1929 or before, 
13,372; opened in 1930, 1931, or 1932, 
3976; opened in 1933, 1488; percentage 
opened since 1929, 29 per cent. 


Alabama—tTotal shoe stores, 1933, 
131; opened in 1929 or before, 75; 
opened in 1930, 1931, or 1932, 32; 


opened in 1933, 24; percentage opened 
since 1929, 42 per cent. 

Arizona—Total shoe stores, 1933, 31; 
opened in 1929 or before, 20; opened in 
1930, 1931, or 1932, 9; opened in 1933, 
2; percentage opened since 1929, 35 
per cent. 

Arkansas—Total shoe stores, 1933, 
70; opened in 1929 or before, 44; 
opened in 1930, 1931, or 1932, 20; 
opened in 1933, 6; percentage opened 
since 1929, 37 per cent. 

California—Total shoe stores, 1933, 
1019; opened in 1929 or before, 664; 
opened in 1930, 1931, or 1932, 251; 
opened in 1933, 104; percentage opened 
since 1929, 35 per cent. 

Colorado—Total shoe stores, 1933, 
100; opened in 1929 or before, 67; 
opened in 19380, 1931, or 1932, 24; 
opened in 1933, 9; percentage opened 
since 1929, 33 per cent. 

Connecticut—Total shoe stores, 1933, 
365; opened in 1929 or before, 273; 
opened in 1930, 1931, or 1932, 69; 
opened in 1938, 23; percentage opened 
since 1929, 25 per cent. 

Delaware—Total shoe stores, 1933, 
35; opened in 1929 or before, 26; 
opened in 1930, 1931, or 1932, 7; opened 
in 1933, 2; percentage opened since 
1929, 25 per cent. 

District of Columbia—Total shoe 
stores, 1933, 102; opened in 1929 or be- 
fore, 72; opened in 1930, 1931, or 1932, 
25; opened in 1933, 5; percentage 
opened since 1929, 29 per cent. 

Florida—Total shoe stores, 1933, 168; 
opened in 1929 or before, 109; opened 
in 1930, 1931, or 1932, 40; opened in 
1933, 19; percentage opened since 1929, 
35 per cent. 

Georgia—Total shoe stores, 1933, 
163; opened in 1929 or before, 98; 
opened in 1930, 1931, or 1932, 49; 
opened in 1933, 16; percentage opened 
since 1929, 40 per cent. 

Idaho—Total shoe stores, 1933, 23; 
opened in 1929 or before, 17; opened in 
1930, 1931, or 1932, 6; opened in 1933, 
0; percentage opened since 1929, 26 per 
cent. 


[CONTINUED FROM PAGE 21] 


Illinois—Total shoe stores, 1933, 
1465; opened in 1929 or before, 1062; 
opened in 1930, 1931, or 1932, 292; 
opened in 1933, 111; percentage opened 
since 1929, 27 per cent. 

Indiana—Total shoe stores, 1933, 
493; opened in 1929 or before, 349; 
opened in 1930, 1931, or 1932, 117; 
opened in 1933, 27; percentage opened 
since 1929, 29 per cent. 

Iowa—Total shoe stores, 1933, 445; 
opened in 1929 or before, 345; opened 
in 1930, 1931, or 1932, 68; opened in 
1933, 32; percentage opened since 1929, 
22 per cent. 

Kansas—Total shoe stores, 1933, 209; 
opened in 1929 or before, 141; opened 
in 1930, 1931, or 1932, 48; opened in 
1933, 20; percentage opened since 1929, 
32 per cent. 

Kentucky—Total shoe stores, 1933, 
177; opened in 1929 or before, 134; 
opened in 1930, 1931, or 1982, 35; 
opened in 1933, 8; percentage opened 
since 1929, 24 per cent. 

Louisiana—Total shoe stores, 1933, 
207; opened in 1929 or before, 133; 
opened in 1930, 1931, or 1932, 60; 
opened in 1933, 14; percentage opened 
since 1929, 35 per cent. 

Maine—Total shoe stores, 1933, 193; 
opened in 1929 or before, 152; opened 
in 1930, 1931, or 1932, 30; opened in 
1933, 11; percentage opened since 1929, 
21 per cent. 

Maryland—Total shoe stores, 1933, 
240; opened in 1929 or before, 156; 
opened in 19380, 1931, or 1932, 63; 
opened in 1933, 21; percentage opened 
since 1929, 35 per cent. 

Massachusetts — Total shoe stores, 
1933, 1054; opened in 1929 or before, 
753; opened in 1930, 1931, or 1932, 229; 
opened in 1933, 72; percentage opened 
since 1929, 28 per cent. 

Michigan—Total shoe stores, 1933, 
913; opened in 1929 or before, 679; 
opened in 1930, 1931, or 1932, 166; 
epened in 1933, 68; percentage opened 
since 1929, 25 per cent. 

Minnesota—Total shoe stores, 1933, 
369; opened in 1929 or before, 292; 
Opened in 1930, 1931, or 1932, 55; 
opened in 1933, 22; percentage opened 
since 1929, 21 per cent. 

Mississippi—Total shoe stores, 1933, 
68; opened in 1929 or before, 41; opened 
in 1930, 1931, or 1932, 15; opened in 
1933, 12; percentage opened since 1929, 
40 per cent. 

Missouri—Total shoe stores, 1933, 
568; opened in 1929 or before, 426; 
opened in 1930, 1931, or 1932, 102; 
opened in 1933, 40; percentage opened 
since 1929, 25 per cent. 

Montana—Total shoe stores, 1933, 
43; opened in 1929 or before, 37; opened 
in 1930, 1931, or 1932, 4; opened in 
1933, 2; percentage opened since 1929, 
14 per cent. 

Nebraska—Total shoe stores, 1933, 
156; opened in 1929 or before, 117; 
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opened in 1930, 1931, or 1932, 29; 
opened in 1933, 10; percentage opened 
since 1929, 25 per cent. 

Nevada—Total shoe stores, 1933, 9; 
opened in 1929 or before, 8; opened in 
1930, 1931, or 1932, 1; opened in 1933, 
0; percentage opened since 1929, 11 
per cent. 

New Hampshire—Total shoe stores, 
1933, 119; opened in 1929 or before, 
93; opened in 1930, 1931, or 1932, 16; 
opened in 1933, 10; percentage opened 
since 1929, 21 per cent. 

New Jersey—Total shoe stores, 1933, 
906; opened in 1929 or before, 650; 
opened in 19380, 1931, or 1932, 185; 
opened in 1933, 71; percentage opened 
since 1929, 28 per cent. 

New Mexico—Total shoe stores, 1933, 
11; opened in 1929 or before, 9; opened 
in 1930, 1931, or 1932, 0; opened in 
1938, 2; percentage opened since 1929, 
18 per cent. 

New York—Total shoe stores, 1933, 
3384; opened in 1929 or before, 2337; 
opened in 1930, 1931, or 1932, 771; 
opened in 1933, 276; percentage opened 
since 1929, 31 per cent. 

North Carolina—Total shoe stores, 
1933, 167; opened in 1929 or before, 
90; opened in 19380, 1931, or 19382, 52; 
opened in 1938, 25; percentage opened 
since 1929, 46 per cent. 

North Dakota—Total shoe stores, 
1933, 56; opened in 1929 or before, 
45; opened in 1930, 1931, or 1932, 9; 
opened in 1933, 2; percentage opened 
since 1929, 20 per cent. 

Ohio—Total shoe stores, 1933, 1282; 
opened in 1929 or before, 921; opened 
in 1930, 1931, or 1932, 280; opened in 
1933, 81; percentage opened since 1929, 
28 per cent. 

Oklahoma—Total shoe stores, 1933, 
149; opened in 1929 or before, 74; 
opened in 19380, 1931, or 1932, 50; 
opened in 1933, 25; percentage opened 
since 1929, 50 per cent. 

Oregon—Total shoe stores, 1933, 102; 
opened in 1929 or before, 75; opened in 
1930, 1931, or 1932, 15; opened in 1933, 
12; percentage opened since 1929, 26 
per cent. 

Pennsylvania — Total shoe _ stores, 
1933, 1728; opened in 1929 or before, 
1307; opened in 1930, 1931, or 1932, 
303; opened in 1933, 118; percentage 
opened since 1929, 24 per cent. 

Rhode Island — Total shoe _ stores, 
1933, 135; opened in 1929 or before, 
92; opened in 1930, 1931, or 1932, 34; 
opened in 1933, 9; percentage opened 
since 1929, 32 per cent. 

South Carolina—Total shoe stores, 
1938, 74; opened in 1929 or before, 
43; opened in 1930, 1931, or 1932, 22; 
opened in 1933, 9; percentage opened 
since 1929, 43 per cent. 

South Dakota—Total shoe stores, 
1933, 57; opened in 1929 or before, 
46; opened in 1930, 1931, or 1932, 9; 

[TURN TO PAGE 48, PLEASE] 
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Bie over a year, we’ve made Silver Kid 
in small quantities, the growing demand has 


led us to go into volume production. This 


leather scores on its:— 








“ 
CS, 
ae which is exceptionally clear and lively 
/ P y 


(es which has been so perfected that there is 
° ‘ no danger of flaking 





Flewihiliig, which makes it very easy to work 


Lice, which is lower than imported leather. 





When you make your evening slippers—or 





your mules—buy 


[a Aver from 

















1CO Gold Street, New 


Grecian sandal of New Castle 

Silver Kid—an important type 

for promotion in conection 

with Grecian evening gowns. Vi = *This leather is available in 


stock suitable for all over 
shoes and also for stripping. 


SHOE DESIGNS BY EVELYN ZINITI. ; ; 
Empire sandal of New 
Castle Silver Kid, 
trimmed with gold braid, 
a type that is carrying 
over for the new season. 





When writing advertisers please mention Boot and Shoe Recorder 
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DUPONT PONTAN 
QUARTER-LINING 


DUPONT FAIRFIELD 
SOCK-LINING 


DUPONT WHITE 
MIDSOLE MATERIAL 





An outstanding | new gations Dupont White : ; 
-_ Midsole, gives the desired smartness to this Pop: 


so type. of Spring and Summer Footwear. a 








When writing advertisers please mention Boot and Shoe Recorder 
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WHAT'S DOING IN THE SHOE TRADE 


SATURDAY, JULY 13, 1935 


NATIONAL NEWS 





Clearance Sales Follow Fourth 


Summer Footwear Offered at Lower Prices to Reduce Stocks 
in Advance of Fall Season 


New YorK—Despite the many argu- 
ments and appeals urging retailers to 
postpone clearance sales at least until 
the fifteenth of July, the week follow- 
ing the Fourth found sales in progress 
in most of the New York stores that 
do not subscribe to a hard and fast 
no sales policy. All sorts of Summer 
footwear is being offered in these clear- 
ances, with special emphasis’ on 
women’s white shoes. In many instances 
the reductions are drastic. 

While this season’s weather condi- 
tions are held accountable in some de- 
gree for the spectacular price promo- 
tions now in progress, retailers find no 
occasion for surprise in the situation. 
New York stores, they say, are simply 
following their usual merchandising 
practice is putting all possible pres- 
sure behind their Summer merchandise 
at this time. While many of them 
concede it would be an ideal condition 
if sales could be postponed until later, 
and the profit season thereby extended, 
they also take a realistic view of the 
matter and maintain that the competi- 
tive situation existing here makes such 
action highly improbable. 

In one respect, the late Spring was 
an important influence on this Sum- 
mer’s merchandising, in that it left 
many stores heavily stocked with typi- 
cal Summer shoes, many of which they 
had expected to sell much earlier. Mer- 
chants who find themselves in this 


position are naturally desirous of re-’ 


ducing their stocks as quickly as pos- 
sible to avoid having a heavy carry- 
over at the end of the season. 


Sales in Full Blast 
in Los Angeles 


Los ANGELES, CALIF.—Conclusive evi- 
dence that “times do move” and that 
Winter will come around again in due 
time, was seen in the large number of 
semi-annual clearance sales starting 





DATES TO REMEMBER 


New York Boot and Shoe Travelers’ 
Association Outing, Golf Tournament 
and Clam Bake, Karatsony's, Glenwood 
Bandifige bocliecicccs ocomnecs eects July 18 


Golf Day Under Auspices of The Shoe 
Club, Inc., Elmsford Country Club, 
Westchester, N. Y. July 25 


New York State Shoe Retailers Associa- 
tion Convention, Onondaga Hotel, 
Syracuse Sept. 8, 9, 10 


Spring Styles Conference, National Shoe 
Retailers Association, Waldorf Astoria 
Baten Ne Ve... cc cceecaess Sept. 9, 10 


National Leather Opening, Tanners’ Coun- 
cil of America, Waldorf Astoria Hotel, 
LO} Rt i Renae Sept. 9, 10 


National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 





July 1 in this city, practically every 
shoe store or shoe department of con- 
sequence opening its sale that date. 

Outstanding values in slippers of 
fashion were offered by I. Miller, Man- 
del’s, La Mode Shoes, The Innes Shoe 
Company, Wolfelt-White, Peterson’s 
and scores of others. 

A gentleman’s understanding exists 
in Los Angeles on this matter of mid- 
year clearance dates, an understanding 
that has helped everybody, for the full 
force of parallel advertising push now 
goes into the event. 


Frisco Selling Suedes 


SAN FRANCISCO, CALIF.—White shoe 
sales which started in this city around 
June 20 have accomplished their pur- 
pose of cleaning the shelves in good 
shape. Nearly all stores start their 


showings of Fall merchandise by 
July 15. This year women have com- 
menced to buy suedes before July. One 
store catering to the top grades, Frank 
More, reports new Fall suedes sold so 
well during the latter part of June that 
it was necessary to resize on them by 
the first of July. 

Black, blue and brown plain opera 
pumps and open sandals which come 
well up on the instep are the early 
Fall fast sellers. Little ties, some with 
gore effects, are also moving along in 
good shape. Alligator trimmed pattern 
shoes are expected to start moving 
along during the middle of July. As 
for the Dubonnet shade, Mr. More is 
starting the season with it, but an- 
ticipates it to have a very short life. 
With him it will be a case of playing 
it once, then letting it’ drop imme- 
diately. 


Pittsburgh Business Better 


PitTsBuRGH, Pa.—After some three 
weeks of almost steady rainfalls, the 
local retail shoe industry has been wel- 
coming back with open hands the sunny 
weather which has been holding forth 
since last week. The happy change 
came just about three days before In- 
dependence Day, with the attractive 
window displays of smart whites, grays 
and browns helping reach the business 
peak of the season for many stores. 

The display trend here seems to 
bend to simplicity. Windows are not 
cluttered up with stock that is of no 
demand just now or with too many 
samples of current styles. Just enough 
Summer stock is displayed to prove 
most attractive and most effective from 
a business standpoint. It is also noted 
that almost each sample is accompanied 
with a striking display of stockings 
or socks. 

Reports from leading downtown and 
neighborhood retailers indicate that 
Summer sales in general have been 
ahead of last year. A prominent busi- 
ness feature is the fact that most 
customers are buying high priced shoes 
once more and are keeping up with 
the latest in styles, regardless of the 
added expense. 
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Join J. P. Smith Staff 


Cuicaco—Howard Smith, president 
of the J. P. Smith Shoe Co., Chicago, 
has announced the addition of two men 









Women's Shoes 
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ye IN STOCK 
1 No. 156 Black ' 
ef Kid $2.35 
VAUGHAN-TOWLE CO. 
fee! WAKEFIELD, MASS. 







Dancing Shoes and Taps 


8 OS 8 ee se 





DANCE 
SHOES 






BLACK CALF 


PAT. LEATHER Stock 





Women’s 
A-B-C 24%,-8 
$1.55 





Misses’ —~ 
A-B-C 11% -2 
$1.45 


OweENS SHOE Co. 


28 Goodhue St., Salem, Mass. 
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Pre-Welt Company Moves 


PHILADELPHIA—July 1 marked the 
removal of The Pre-Welt Shoe Mfg. 
Co. from their previous location, 526 
S. Third Street, this city, to a new 
and much larger building at 1234 Car- 
penter Street. After they are shaken 
down in the new location they will be 
in shape for a two thousand pair per 
day output. 

In addition to the pre-welts from 
which the firm takes its name, they 
contemplate also producing a line of 
misses and children’s welts up to size 
three. The outlets will be through 
both the retail and jobbing trade, and 
the sales and sample rooms of the fac- 
tory are located at 13 N. Fourth Street, 
P. Green is president of the company 
and S. Finkelstein secretary and trea- 
surer. 











Installs New Air System 


STAMFORD, CONN.—Frank Martin & 
Sons, Inc., men’s and boys’ clothing and 
shoe store, 259 Main Street, has in- 
stalled a complete new air conditioning 
system. The firm is one of Stamford’s 
oldest mercantile organizations, having 
been established 43 years ago. 














GEORGE S. ILIFF 


of long experience in styling and pro- 
ducing women’s fine shoes, George Iliff 
and Harry Sanford. 

Mr. Iliff was for 18 years with 
Thomas Cort, Inc., and more recently 
has been associated with the develop- 













HARRY B. SANFORD 


ment of the Sibicca process, contribut- 
ing to its success with several high 
grade manufacturers. He will be a 
member of the J & T Cousins unit, 
supervising production. 

Mr. Sanford will be associated with 
the styling and selling of women’s 
welts, “Smith Smart Shoes,” also the 
J & T Cousins line, for the territory 
west from Chicago to the Coast. Harry 
Sanford is well known to leading mer- 


chants. He, too, has had an important 


part in promoting the Sbicca process. 
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What's New 


New Lighting Device 

Interest manifested by architects 
and designers in the application of un- 
broken lines of light in displays was 
responsible for the new Curtis “Lumi- 
line LightStrip” for store interiors and 
equipment. 

A pleasing atmosphere is a prime 
requisite in small and large depart- 
ment stores ... in addition to furnish- 
ing sufficient light for seeing, the illu- 
mination should be pleasant and con- 
ducive to making people comfortable 
while shopping. Clear, or pastel col- 
ored, Lumiline lamps when used in 
“Lumiline LightStrip” are said to fur- 
nish linear sources of low or average 
intensity light, as the interior demands. 
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Shoe Trees for Travelers 


AUBURN, N. Y.—Shoe Form Com- 
pany, Inc., of Auburn has placed on 
the market a new style of shoe tree, 
































especially designed for the use of 
women while traveling. These trees are 
light and resilient, and are easy to 
insert and remove. They are made in 
three sizes, to fit women’s shoes from 
4 to 10%, and a self-adjusting fea- 
ture takes care of width variations. 





























National Stores Move 
Headquarters 


New York—Siegel & Fried, operat- 
ing the National Shoe Stores, with 
more than 50 stores in the metropolitan 
area, including Manhattan, Brooklyn, 
the Bronx, Long Island, Westchester 
and New Jersey, have moved their 
headquarters from 75 Reade Street to 
the Port Authority Commerce Building 
at 111 Eighth Avenue. Here they will 
occupy much larger space, which will 
be devoted to offices and warehouse 
facilities. 

The National Shoe Stores operate in 
the popular price range and cater to 
family trade. They are extending the 
scope of their operations through the 
opening of new outlets and report an 
excellent business. 
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Fall Line Shown in Store 


PORTLAND, ORE.—A showing of the 
entire LaValle, Inc., Fall line of shoes 
on the mezzanine floor of the Knight 
Shoe Store brought a marvelous re- 
sponse during the three days the line 
was on exhibition. Jack Horner, La- 
Valle representative for the West Coast 
and the Southwest, had charge of the 
display. The showing was more of a 
publicity stunt than an attempt to sell 
shoes, as neither the store nor the fac- 
tory are looking for single pair special 
business. What it did was to crystallize 
attention on a few outstanding num- 
bers. Great interest was shown in 
step-in and trimmed effects in suede 
pumps for early Fall. Unusual treat- 
ments in pipings and stripings in 16/8, 
18/8 and 20/8 heels proved to be among 
the greatest attention getters. 

The Number One type was a one- 
eyelet step-in, a combination brown 
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suede saddle and heel, with brown kid | 


tip and foxing, beige piping and spaced 
tips. Interest in this pattern was also 


displayed in the other colors as black | 


and blue, with some admiring the 
green and burgundy. Next in point of 
interest was a gypsy cut gore shoe 
with piping to match in solid colors of 
black, brown and blue. 

These two shoes consequently were 
selected by the store management as 
being of first-rate importance. Custo- 
mers were appreciative of the oppor- 
tunity of being able to get this pre- 
view of Fall styles. 





Howell Company Moves 
to New Factory 


GENEVA, ILL.—A modern three-story 
brick building of newest mill-type con- 
struction located in St. Charles, IIli- 
nois, will hereafter house the produc- 
tion facilities and general offices of 
The Howell Company, manufacturers 
of metal furniture. 

The move was dictated by greatly 
increased volume of sales of Chrom- 
steel and outdoor furniture lines, as 
well as metal smokers and cocktail 
tables. It was necessary for The 
Howell Company to occupy four fac- 
tory buildings in Geneva, Illinois, in 
order to accommodate increased equip- 
ment and labor. The move into the 
building at St. Charles will consoli- 
date production under one roof and 
considerably increase total capacity. 

The new plant contains 175,000 
square feet of floor space. It will ac- 
commodate the present equipment of 
The Howell Company and, in addition, 
the new equipment that has been pur- 
chased to further speed up production 
schedules. 

The Howell Company has been lo- 
cated in Geneva, Illinois, since 1860. 
St. Charles, the new home adjoins 
Geneva, and the same Howell work- 
men will be employed. 

Besides the general offices, now lo- 
cated at St. Charles, Illinois, The 
Howell Company maintains offices and 
showrooms in New York, Chicago, San 
Francisco and Los Angeles. 
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From smart tread, to the thin wire mesh nail anchorage 
in the base, Panco Sta-Tite is 100% thick resilient rub- 
ber. One could wear Sta-Tite heels to wafer thinness 
if necessary, without revealing any rigid core, nor hav- 
ing them gap at the edges. Panco Sta-Tite Heels add 
nothing to the cost of shoes—but much to the satisfac- 
tion of the wearers. 


PANTHER PANCO CO. © cuetsea, mass. 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 

: Infants’ Soft Soles.. 0-3 

Intermediates 1-5 

Flexible Hard Soles 2- 

Send for In-Stock 
Catalog. 

MRS. DAY'S IOEAL BABY 
Leeust St. 








Danvers, Mass. 
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Men's Shoes 











Unique Display Boost Sales 


Los ANGELES, CAL.—Good results 
were obtained in the Mullen and Bluett 
Company’s shoe department, Broadway 
at Sixth, by a unique window display 
where 13 different Summer shoes for 
men were matched with 13 pants legs 
of prevailing summer pants styles. A 
velvet covered partition slightly more 
than knee-high and the length of the 
window section formed a background 
for the trouser legs, the appearance be- 
ing that of 13 men each with his left 
leg hooked over the background. Most 
of the shoes as well as the trousers 
were sports types. 


Distributes Welfare Shoes 


SAN FRANCISCO, CAL.—Gallenkamp’s, 
local chain, in Oakland, in a “pick-up” 
campaign through boys and girls, ex- 
pects to have a quarter of a million 
pairs of old shoes to give the needy. 
R. L. Waldron, district manager, re- 
ported that one pair picked up was 
estimated to be 30 years old, and had 
never been worn. They were patent 
leather pumps with long points. 


Opens New Department 


Biack RIverR FALLS, Wis.—Norman 
Halverson has opened a ladies’ and 
children’s shoe store in the Smartwear 
Shop here, carrying the Brownbilt line, 
formerly sold by Price Moe, who is 
closing out his stock and will confine 
himself to men’s and boys’ shoes. 
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Higher Foreparts for Fall Shoes 


William Goldstein and Harold Smith, of Goldstein Footwear, Inc., demonstrating the high- 

riding monk or bootee effect. The higher forepart makes a graceful line, sweeping down to 

the round toes, in case shorter skirts become the vogue,as predicted. Goldstein Footwear, Inc., 

recently held a showing of their new line at the Warwick Hotel in New York City, as a pre-view 
of "Fashion Row" shoes. 





Business Prospers in New Hands 


CAMDEN, N. J.—“Extremely satisfac- 
tory” business since reorganization in 
February is reported by Kobus’ Shoe 
Store, 932-34 Broadway. 

Benjamin Katzinger, a member of 
Katzinger Bros., Atlantic City, who 
purchased the Camden store early this 
year and have been operating it in 
conjunction with their Atlantic City 
establishment, said: 

“We are particularly pleased with 
the large volume of men’s and women’s 
shoes of higher quality, ranging in 
price from $6 to $10, which are being 
sold along with increased sales in chil- 
dren’s footwear. Business here, just 
as in Atlantic City, has been extremely 
satisfactory. Our firm feels that busi- 
ness in general is improving and that 
a large percentage of people are again 
buying better quality products. Be- 
fore opening in Camden we were 
advised against purchasing a store in 
this city. We believed, however, that 
since stores in Brook yn, linked to New 
York by rapid transit, could do busi- 
ness, similar large volume could be 
done here. We felt that a good shoe 
store, handling complete stocks of na- 
tionally-known merchandise and offer- 
ing service could succeed. Our experi- 
ence during the first few months has 
justified this confidence.” 

The Kobus store is among the larg- 
est general shoe stores in the state 
and compares favorably with similar 
establishments throughout the East. 


Since the establishment has changed 
hands it has been completely renovized. 
The interior has been redecorated and 
new fixtures have been added. All 
chairs are new, including chairs in the 
women’s department. Especial atten- 
tion is paid to display windows. 


An X-ray machine which enables the 
customer to see his feet inside the shoe 
is a unique feature offered. Nationally 
known brands are handled. Bostonians 
and Taylor makes are sold in the men’s 
department, Wilbur Coon and Vitality 
in the women’s and Ko-Flex in the 
children’s. 

The Kobus store, established in 1858, 
is one of Camden’s oldest businesses. 
Before being taken over by Katzinger 
Bros. it was managed by Joseph F. 
and Henry G. Kobus for 60 yéars. All 
employees were retained by the new 
owners. 


R. E. Lacy with Scholl Co. 


Cuicaco, Itt.—R. E. Lacy, formerly 
in charge of Dr. Scholl’s Foot Comfort 
Department in the M. O’Neill Com- 
pany Store of Akron, Ohio, has been 
assigned to the field sales staff of The 
Scholl Mfg. Co., Inc. His territory in 
furthering the Dr. Scholl’s Foot Com- 
fort Service Plan will be practically 
the entire state of Ohio. A. J. Ben- 
sendorf, who formerly had this terri- 
tory, has been assigned to Southern 
States in the promotion of Dr. Scholl’s 
Foot Comfort Service in retail shoe 
stores. 


Morton Goldstrom on Vacation 


BALTIMORE, Mp.—Morton Goldstrom, 
treasurer of the Chesapeake Shoe Mfg. 
Co., of this city, left June 28 for a 
combined vacation and business trip 
through the west. He will go to the 
coast via the Canadian Rockies, make 
stops in Washington and down through 
California to Los Angeles and return 
to take in the Grand Canyon and Salt 
Lake City. He expects to be away for 
about six weeks. 
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Merchandising Aids 


These items will help you to effect a 
professional window trim. 


A NEW MODEL BY 
P. W. MINOR & SONS, INC. 


Clip Holders This adjustable clip tilts at 
for Price Tickets any angle. It may be placed That extra touch of smartness and style 
74 h ee that Fairy Forms give to your display 
Sah) Ve A anywhere on the shoe, or on shoes will assure you a sale every time. 


the floor. It is non-rustable. They'll look good to the customer, and 
One Gross @ $4.00 every particle of design and fine work- 
Half Gross @ $2.25 —— will be immediately apparent 
o the eye. 
The Polly Shoe Holder is Display all your shoes on Fairy Forms 
i : ma Se at once. Their resulting attractiveness 
perfect for displaying the as will mean many extra profits. 
soles of golf, arch, branded y Fairy F le £ 
. Ww airy Forms are made for every type of 
and fibre-soled shoes. Will \ - Sa shoe and are obtainable in all the popu- 
not fall over. e lar colors. 


One Dozen @ $3.00 Shoe Holder 
Half Dozen @ $1.65 | SHOE FORM CO., inc. 
(Check with order, please, unless C.O.D. preferred) AUBURN, N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 
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H. J. | JUSTIN & SONS, Inc. 
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Headquarters 


A complete line of Riding, 
Field and Jodhpur Boots. 
coweey 5 Boots and Boot Shoes. 
Boots meet your every 
pay in etyle and price. 
Our large floor stock 
means quick service. 


KIRKENDALL 
BOOT COMPANY 
Omaha, Nebraska 




















Auto Winner Represents 
Dunn & McCarthy, Inc. 


Edward M. Rogers, who won the 
automobile given away at the recent 
convention of the Ohio Shoe Retailers 
Association, held in Cleveland, is a 
representative of Dunn & McCarthy, 
Inc., shoe manufacturers of Auburn, 
N. Y. A news item appearing in the 
June 29 issue of Boot AND SHOE RE- 
CORDER stated that Mr. Rogers was a 
retailer. 


Expands Shoe Departments 

BuFFALO, N. Y.—Expansion of all 
shoe departments of J. N. Adam & Co. 
early next Fall is incorporated in the 
improvement plans of the store, it was 
announced at the executive offices. Up- 
wards of $500,000 is being spent in the 
construction of a new building at Main 
and East Eagle Streets, remodeling of 
the entire Main Street frontage, re- 
moval of interior walls separating the 
various adjoining stores, and the in- 
stallation of new fixtures. 

Under the plan, the footwear de- 
partments will be given approximately 
100 per cent more floor space so as to 
more efficiently handle the rapidly in- 
creasing volume of business, it was 
said by Walter J. Brunmark, president 
of the company. New fixtures will be 
installed but the contract has not been 
placed. 
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D. Myers & Sons Surpass 
Previous Sales Records 


BALTIMORE, Mp.—Concurrent with 
celebration of its twenty-fifth anniver- 
sary, D. Myers & Sons, Inc., comes 
forth with an announcement that they 
have had the largest dollar net sales 





ELKAN MYERS 
President, D. Myers & Sons, Inc. 


volume for the first six months of this 
year of any similar period in the his- 
tory of the business. 

Executives of the company have ex- 
pressed keen satisfaction, for this con- 
tinuous rise in the sales curve can be 
traced back over a steady course of 
the past five years. During the entire 
period of depression, Myers’ business 
has grown constantly. Elkan Myers, 
president, points with pride to the fact 
that not a single salary was cut. In 
many cases salaries were increased, as 
well as the personnel itself. 

This certainly indicates that the 
marked increases of the past six 
months have not alone been the result 
of national recovery, but a continuation 
of the successful years which D. Myers 
& Sons, Inc., have built up for them- 
selves through keen business judgment 
and a hard-working sales force. 

Myers’ salesmen are starting out into 
the field with the finest line of Fall 
footwear ever shown by the company, 
it is announced. 


Dancing Shoes Promoted 


DETROIT, MicH.—A specialized busi- 
ness in dancing shoes has been built up 
by J. L. Hudson Company with recent 
promotion centering about a two-column 
eight-inch advertisement for tap shoes, 
featured at $1.95. To make a complete 
outfit, the two-piece tap suit was sold 
as well, at $1.65. Children’s and 
women’s shoes were both available in 
this sale special. 

A lively cut of a dancer in action and 
costume was shown, occupying most of 
the space, with a very brief descriptive 
text devoted largely to a listing of the 
available size range. 
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A. S. Jermann Resigns 


BuFFALO, N. Y. — A. S. Jermann, 
manager and buyer of the men’s shoe 
and hat departments of J. L. Hudson 
Company, has resigned his position 
from that firm and will make his home 
in Los Angeles, Calif. 





Goes to Williamsport 


New YorKk—Walter Hirschberg, for 
the past twelve years connected with 
I. Miller & Sons as retail store man- 
ager, field fitting expert and style ad- 
viser, will become shoe buyer and 
special fitting consultant for Brozman’s 
Department Store, Williamsport, Pa., 
toward the end of the month. 





Men Develop Moccasin Fad 


Boston, Mass.—It was not long ago 
that Junior was demanding shoes like 
Dad’s. Now Dad is coming around to 
the belief that he can learn something 
from Junior. This Spring there de- 
veloped among the youth of Boston 
suburbs and in various other parts 
of the country, we are told, an epi- 
demic of moccasin-wearing. Having be- 
come acquainted with this type of shoe 
at camp during the Summer of 1934, 
they resurrected them for school and 
play wear about May 1 of this year. 
Even girls of high school age bought 
them in quantities. 

Now grown men want the same thing 
and Filene’s of Boston, sensing the 
latent demand, are advertising them. 
Uses suggested in the advertisement 
comprise beach wear and wear around 
Summer camps. The advertisement 
might well have added that they will 
be worn, also, and are being worn, for 
working in suburban vegetable gardens 
and flower beds, and even while cutting 
the grass and pruning the hedge. In 
other words, to meet the need for a 
general knockabout shoe. 


ORA Voided 


COLUMBUS, OHI0O—The Ohio recovery 
act, child of the ill-fated NRA, was 
held unconstitutional by the Ohio Su- 
preme Court Wednesday. The decision 
was unanimous, being predicated on 
the authority of the Schechter decision 
in which the U. S. Supreme Court re- 
cently held the NRA unconstitutional. 

The Ohio Supreme Court’s entry de- 
clared the ORA to have been an “un- 
lawful delegation of legislative power.” 

Seven hundred Ohio business codes, 
covering between 200,000 and 300,000 
business establishments, are affected 
by the decision and R. J. Hole, acting 
assistant administrator of the ORA, 
said that enforcement of the codes by 
the state will cease immediately. 

The ORA, enacted “to provide for 
the cooperation of this state with the 
federal government and its officers and 
agencies in effectuating the policies of 
the national industrial recovery act,” 
sought to apply the NRA principles 
to business transacted wholly within 
Ohio. 
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No. 905—Choc. Elk Welt. 
Blucher. Drill lined vamp 
and quarter, Half grain 
gusset, Grain leather insole, 
Inside lea. top band, Two 
full leather soles, Rubber 
heel. In-stock A-E, 6-12. 
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OFRATETA AS AN ARROW 


you to get aboard the work shoe special. With the fall season 
rapidly approaching, thousands of men having outdoor jobs will 
be in the market for a heavier type work shoe. 
A section specializing in ‘The Shoe for the Job’ 
will give you those extra sales and profits that 
are so essential to your store. 


Seamless pattern. 


set, Grain leather 
insole, Inside lea. 
top band, Two full 
leather soles, Rub- 
ber heel. In-stock 
A-E, 6-12. 


No.900 


No. 900—Choc. Elk Welt. 
Drill 


lined vamp, Half grain gus- 
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CHIPPEWA SHOE MANUFACTURING COMPANY 


Catalog and 
full particulars 
sent on request. 
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chants appreciate that persistent pro- 
motion on a national scale will increase 
the number of early purchasers of 
Fall footwear. 

The idea is not to make women want 
that early hat any less, but to culti- 
vate the habit of getting their first 
Fall shoes early, also. 

And here’s an idea for you. If there 
are not enough shoe stores in your com- 
munity cooperating in Fall Shoe Open- 
ing to make a real impressive showing, 
why not, in a nice, diplomatic way, 
invite the leading millinery shops to 
cooperate with the shoe stores in a 
presentation of “Hats and Shoes for 
Fall”? 

To be effective, the promotion pro- 
gram for National Fall Shoe Opening 
in your community must be real, 
honest-to-goodness effort. 

Advertising, displays, salespeople and 
stocks must all be given careful atten- 
tion by each individual store; and the 
cooperative features of the promotion 
program must be handled with equal 
care, . 

In planning a cooperative promotion 
program it is important that merchants 
get together on style points to be 
played up, at least the major features. 
You must avoid conflicting statements 
that might cause confusion. You must 
make women feel that positive style 


assurance that will lead to early pur- 
chasing. 

In their individual ads, the cooper- 
ating stores can present their favored 
fashions, but the editorial features 
should be conceived with giving a com- 
plete style review of Fall shoes, as pre- 
sented in your community. 

Various style themes can be brought 
out in editorial articles and illustra- 
tions in the news columns of the co- 
operative advertising section. 

If examples of typical Fall shoes are 
to be photographed for editorial use, 
let a committee pass on the styles to be 
pictured, to be very certain that a com- 
plete style picture for early Fall is 
presented. 

May 4, Boot AND SHOE RECORDER 
published the Style Committee’s official 
report of trends in feminine footwear. 
Almost every issue since then has 
carried an article dealing with some 
important phase of Fall style develop- 
ments. 

In these articles, plus a review of the 
shoes selected for Fall selling by your 
local stores, will be found the basis for 
excellent Fall shoe style editorials. 

For example: sturdy, low-heeled 
tailored shoes are very smart with the 
new shorter, fuller skirts in tailored 
clothes for Fall, while formal shoes are 
sleek and feminine to go with the soft 
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rich fabrics and graceful, drapey lines 
in afternoon and evening clothes. 
There’s another story in sedate colors 
for dressy wear and gypsy hues for 
sports, with a touch of color for “in 
between.” And so on through the list. 


Washington Man Wins 
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the moment when he first learned that 
a thousand unexpected dollars had 
somehow dropped into his lap. 

“Douglas Shoe” being synonymous 
with “Brockton, Mass.,” Mr. Holmes 
persuaded Senator Walsh to step away 
from pressing national legislative busi- 
ness in his office at the Capitol and 
down to the East Front, where he met 
and congratulated Mr. Dunn and then 
graciously handed him the fat Douglas 
$1,000.00 check. 

“IT haven’t paid much attention to 
these public contests,” said Mr. Dunn 
to Sales Manager Holmes, “although I 
did try a big flour competition and later 
a toy contest, earlier this year—but I 
didn’t get even a ‘yip’ out of ’em! I 
saw a newspaper advertisement of your 
Douglas contest while in New Orleans 
a few weeks ago, and I made up my 
mind to study the ‘all-leather’ idea 
pretty carefully and take a shot at it.” 

The Douglas company reports that 
all of the principal prize-winning let- 
ters were of a high order, and that 
Mr. Dunn’s winning contribution was 
conspicuously outstanding. 
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Slippers 
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Agency Counsel for Coward 


New York—Atherton Pettingell, ex- 
ecutive vice-president of the Blaker 
Advertising Agency, has been ap- 
pointed merchandising and advertising 
agency counsel for the Coward Shoe 
Company, New York. 

Mr. Pettingell has behind him a rec- 
ord of 14 years of experience in the 
industry as merchandising and adver- 
tising counsel, and is recognized as an 
authority. He was for five years ad- 
vertising manager of the Regal Shoe 
Company, from which position he re- 
signed to direct the A. S. Beck account 
in an agency capacity. 


Returns from Western Trip 


CLEVELAND, OHIO—Elmer A. Clark of 
the Arch Preserver Shoe Shop, 1507 
Euclid Avenue, returned recently from 
an extensive western trip, during which 
he was engaged in educational work 
for Selby Shoe Company. He visited 
Los Angeles, San Antonio and various 
other cities. 
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He Set a Goal and Attained It 
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repeatedly. The messages are perhaps 
two or three clicking lines, but very 
effective in results. He used, as a 
foundation for his mailing list, the 
names of professional men such as doc- 
tors, lawyers, city officials, and all 
business men as well as the list from 
the men’s clothing department of the 
store. 

Another idea which he used that has 
had comment was the innovation of 
sending out what Mr. Rowe terms as 
“thank you” cards in longhand to cus- 
tomers after they had worn the shoe 
for a week, telling them that he hoped 
the shoes were proving satisfactory. 

In connection with the “Thank you” 
card idea, he keeps also a rather elabor- 
ate card index system. After a cus- 
tomer has made a purchase, informa- 
tion concerning his name, address, size 
and price of shoe as well as date of pur- 
chase is filed. Once this information 
is on file, a customer has only to call 
by phone or send others in to purchase 
additional shoes. Many customers have 
availed themselves of this obvious con- 
venience; particularly business and pro- 
fessional men whose shopping hours 
are very limited. These cards of in- 
formation are kept for another pur- 
pose as well. When several months 
have elapsed or a new season has 
arrived and the customer has not come 
in, Mr. Rowe drops them a card re- 
minding them that he has excellent 
values for the coming season. This 
card index system takes many hours 
of extra work at night, but the results 
have been commensurate. 

Mr. Rowe’s newspaper advertising is 
short but striking. The advertisements 
are intended to appeal largely to men. 
They often appear on the sporting 
pages of the morning and evening 
papers. He advertises also in conjunc- 
tion with other advertising done by the 
department store as a whole. Since 
the brand of shoes that he carries is 
nationally famous, he capitalizes on 
that name in advertising. The focus 
of the eye is always carried to the 
brand of the shoe and the descriptive 
trademark that accompanies it. 

The psychology of his advertising, 
like the appearance of his shop, is 
masculine. The shop is located in con- 
nection with the men’s clothing depart- 
ment, thus making a suit customer 
often a shoe customer as well. The 
furniture and decorations of the shop 
are manish and sporty. A few of the 
best men’s magazines are always kept 
on hand as well as service club jour- 
nals, for the enjoyment of customers 
while they wait. This is one way that 
Mr. Rowe employs to make men feel 
comfortable in a shop they feel is their 
own. Several of his customers have 
formed the pleasant habit of coming in 
during their lunch hour for a smoke 
and a glance at the magazines. 


The window displays of the shop are 


neat and simple. The window is 
changed once a week and usually some 
simple but novel display creates atten- 
tion. The accompanying illustration 
shows the display method at the incep- 
tion of the Fall season. Mr. Rowe 
makes an attempt in his window adver- 
tising to focus attention until the 
theme of the window registers. The 
rack in the illustration had a very 
effective way of bringing this about. 
The rack is designed to display forty 
styles of shoes in a simple, yet effective 
manner, and with no crowding or con- 
fusion. The eye of the passer-by is 
naturally contacted by the bottom of 
the rack as he walks past the window. 
His attention is forced until his eye 
reaches the top where the main theme 
is displayed. 

Mr. Rowe’s success is based a great 
deal upon his own personality. He 
takes an active interest in all sports 
and makes many friends through sport 
events, thus bringing in many cus- 
tomers as well. He puts a great deal 
of effort into making his shop a suc- 
cess and he feels that the personal 
element is one that cannot be over- 
looked, particularly in this age of keen 
competition. Since he stocks no cheap 
shoes, all his efforts are aimed at the 
type of man who can afford and does 
wear the better shoes. With this type 
of customer, the personal contact is of 
greater value. 


Novel Advertising Idea 


St. Lourts, Mo.—The Blue Ribbon 
Shoemakers, of St. Louis, have de- 
veloped a novel way of advertising 
their shoes. A deck of twenty-six cards, 
resembling playing cards, in a small 
cardboard carton, is sent out to deal- 
ers and buyers. These cards tell the 
story of the Naturalizer shoes in a 
most unique way. Some of the cards 
show the styles of the shoes, some give 
a list of dealers handling the line, some 
show window and counter displays, 
while others show Naturalizer adver- 
tisements in leading publications. These 
cards are all centered about the idea 
given on one of them, of making the 
right play for more sales and profit 
by sending the card to the Blue Rib- 
bon Shoemakers, asking to have their 
representative call to discuss the Nat- 
uralizer line. 


Edwin Childs 


LEWISTON, Me.—Many in the shoe 
trade were shocked to hear of the sud- 
den death of Edwin Childs, owner of 
The Boston Outlet Co. of Lewiston, 
Me. Mr. Childs was an old timer 
in the shoe business, having traveled 
on the road for years for Parker- 
Holmes Company before starting in 
the retail business. 
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month and continue through August. 

More and more the tendency is de- 
veloping for consumers to buy their 
shoes, not according to the season, as 
they formerly did, and not according 
to the weather, but with some distinct 
purpose or use in mind. The retail 
shoe trade has done much to encourage 
this tendency, which is wholly con- 
structive from the standpoint of pro- 
moting increased volume and the sale 
of extra pairs. “Shoes for the occa- 
sion” promotions, the idea of certain 
shoes for certain costumes and the whole 
trend of modern selling has helped to 
educate the consumer to think of shoes 
in this way. 

The big impulse that tends to make 
millions of people want Summer shoes, 
particularly white shoes, is the thought 
of Summer vacations, and July and 
August are the great vacation months. 
Busy folk, as a rule, do not give a 
great deal of careful planning to the 
matter of their apparel. They buy 
shoes, for example, when the need of 
shoes is brought forcibly to their at- 
tention. A prospective vacation trip, 
which involves activities of an entirely 
different character than those to which 
they devote themselves ordinarily, is 
one of the most insistent remainders 
of the need of new footwear. Mer- 
chants, it would seem, have not fully 
appreciated or made use of the possi- 
bilities that lie in the promotion of 
shoes as vacation necessities. Much can 
be accomplished through windows and 
advertising that directly suggest the 
need of new and different types of 
shoes for vacation needs. Here’s an 
example of the type of copy that might 
well be used in a newspaper advertise- 
ment planned along this line: 


HERE ARE THOSE VACATION 
SHOES! 


We knew you’d have a lot of things 
to think about in that last-minute rush 
to get away. We didn’t want to have 
you lose a moment of that precious 
time. We’ve tried to make it easy. We 
have assembled a special group of vaca- 
tion shoes in each of our departments, 
men’s, women’s and children’s—where 
you can look them over quickly and 
make your selections without delay. 

You’ll want White Shoes, of course. 
Here we show the season’s smartest 
styles. You’ll want some active sport 
shoes—or perhaps a pair of spectator 
sports if you would rather watch the 
game than play. Hiking shoes for long 
tramps through the woods, shoes for 
fishing and camping — everything, in 
fact, that anybody could possibly want 
to make a well-earned vacation really 
worth while. We show a few styles 
here, but we have many, many more 
on display in our store, where you can 
see them at a glance. 

And isn’t it true, when you stop to 
think of it, that the right kind of 
shoes—or the wrong ones—can make 
or mar the vacation trip that you’ve 
been planning for, so eagerly, these 
many months? 


An advertisement of that nature, 
used in conjunction with a window dis- 
play planned along similar lines, show- 
ing a carefully selected group of whites, 
sport shoes and other vacation foot- 
wear, should serve as a real style 
stimulus in July and early August. 
And this is constructive selling because 
it gives the customer a reason to buy, 
other than the outworn and often in- 
effective inducement of a reduced price 
through a clearance sale. After all 
there’s no good reason why a person 
who doesn’t need a particular shoe— 
or hasn’t thought she needed it, which 
is really the same thing—should buy 
that shoe because you have knocked a 
dollar off the price. You haven’t sold 
her anything by putting that shoe in 
with a hashed up group of others, and 
putting a clearance price ticket on the 
lot. Perhaps you have really created 
an obstacle to the sale, because you’ve 
made her think the shoes have lost 
something of the freshness of their 
style appeal, or they wouldn’t be in 
the sale. 

And so we say, promote white shoes 
and Summer shoes of all sorts as vaca- 
tion necessities just as long as you can 
do so. Postpone white shoe clearances 
as long as possible, for white shoes, 
rightly merchandised, are seasonable 
all Summer. Talk about use of the 
shoes, in connection with vacation sea- 
son and Summer needs. When you do 
stage a clearance sale to clean up Sum- 
mer stocks, make it short and snappy, 
and get ready to open the Fall season 
early. In other words, stretch out the 
season for profitable selling at both 
ends. 


Installs New Modern Equipment 


PHILADELPHIA, Pa.—J. Edwards & 
Company has announced the complete 
modernization of their many-windowed 
“Daylight Plant” in Philadelphia, with 
the installation of the newest and most 
modern equipment used in the manu- 
facture of shoes. The plant has been 
completely equipped with new high- 
speed machinery of the latest type and 
many endless belt conveyors, varying 
in length from ten feet to half a block, 
which carry the shoes, in the different 
stages of their manufacture, to the 
different departments. 

J. Edwards & Company invite all 
their clients to visit the plant and see 
the shoes in production with the new 





equipment. 


Wrong Boat 


Boston, Mass.—In our issue of | 
June 29 we reported that guests of | 
the Boston Shoe Travelers’ Association, | 
during the Boston Shoe Fair, would be | 
taken for a boat ride to Gloucester on | 
July 8, aboard the steamer Dorothy | 
Bradford. We now learn that the 
steamer chartered was the Steel Pier. | 
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SALESMEN: 


One for New Jersey. One for Pennsylvania 
—Hard Coal Region. Infants’ to Growing 
Girls’ popular priced. Established trade. 
Straight commission basis with weekly 
settlement. Give full particulars in first 
letter. 
H. MALKIN’S SONS 

98 Duane St., New York City 











ALESMEN WANTED—General line men’s, 

women’s, children’s shoes—straight commission 
only—Minnesota, Nebraska, Ohio, Iowa, Ken- 
tucky, Mississippi, Michigan, Illinois, Missouri 
and Texas. Address E-307, care Boot & Shoe 
een 239 West 39th Street, New York, 
ee 





WANTED: Experienced salesman to sell on 
commission children’s Prewelts and Men’s 
Beach Sandals. Address: The Kepner-Scott 
Shoe Co., Orwigsburg, Penna. 





[UNUSUAL opportunity to represent Buffalo 
west and Michigan, a well known line of 
children’s shoes ranging in sizes from infants’ to 
growing girls’, carried in stock in widths. Com- 
mission basis only, for the time being. State 
experience and references in first letter, other- 
wise ignored. Address E-311, care Boot & Shoe 
al 239 West 39th Street, New York, 





ALESMEN Wanted: Strong line stitchdowns, 

prewelts, slippers in stock in Chicago. Ohio 
Territory open. Will consider other territories. 
Wonderful opportunity right men. Address 
E-325, care Boot & Shoe Recorder, 209 South 
State St., Chicago, Ill. 
MANUFACTURER’ S Distributors located in 

greater New York desires salesmen for the 

following territories: Brooklyn and Long Island; 
New York City and State; Connecticut; West- 
ern Pennsylvania and Ohio; Virginias and 
Carolinas. Very complete in-stock line of in- 
fants’, children’s, misses’, boys’ shoes and house 
slippers. Straight commission. Give full in- 
formation in first letter. Address E-326, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 
SIDE line salesmen. Commission Basis. Old 

established house. Complete line of better 
grade slippers for retail trade. Give territory, 
experience and reference. Address E-327, care 
Boot & Shoe Recorder, 140 Federal Street, 
Boston, Mass. 
T° Carry an outstanding and established line 

of novelty boudoir padded sole slippers on 
a commission basis. Be sure to state experi- 
ence, contacts, etc. Territories now open 











are: New England. Midwest, Northwest and 
Texas. Address E-316, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
w. es 











AL ESMEN— Experienced salesmen to sell 

women’s novelties $2.00 and $3.00 retailers in 
Pennsylvania, Virginia, Illinois, Michigan, 
Straight commission. References. a 
Samuels Shoe Corp., 115 W. Broadway, New 
York, N. Y. 


IDE line salesmen wanted to handle com- 

plete line of bows and bone ornaments. 
Many territories available. Give full details. 
Address E-320, care Boot hoe Recorder, 
239 West 39th Street, New York, N. Y. 








O sell new patent adjustable arch support 
as side line, 15% commission. Peterson, 
411 Park Avenue, Council Bluffs, Iowa. 








POSITION WANTED 





SHOE man age 34, desires position as store or 
department manager, has had sixteen years’ 
retail experience, ten years as manager, thor- 
oughly familiar with chain store operation, also 
window trimming, employed in New York, will- 
ing to go anywhere. Address E-293, care Boot 
ho A —. 239 West 39th Street, New 
ork, N 


HOE man, age 36, desires position as store 

manager, has had 14 years’ retail experience, 
nine years as manager; thoroughly familiar with 
chain store operation, also window trimming; 
employed in Chicago, willing to go anywhere. 
Address E-328, care Boot & Shoe Recorder, 
209 S. State St., Chicago. 











Line of Ladies’ Novelty Shoes to re- 
tail at $2.00 wanted for New Hamp- 
shire, Maine and Vermont. Volume 
business guaranteed by one who is 
able to finance himself. 


Address E321 Ca 
BOOT & SHOE RECORDER 
a West 39th Street 





New York, N. Y. 








SHOE salesman for Greater N. Y. selling de- 
partment stores and well rated accounts, will 
take a line of ladies’ shoes or children’s on 
commission basis. S. Brown, 1150 Sterling 
Place, Brooklyn, N. Y 
ANTED: Popular line for western Pennsyl- 
vania and eastern Ohio and northern West 
Virginia; twenty years’ experience. Box 166, 
Carnegie, Pa. 
WANTED for fall, manufacturer’s line 
women’s, misses’, children’s shoes, stock 
proposition, medium grades over twenty with 
two large General line manufacturers established 
trade in Mississippi, East Texas, part Louisiana, 
good automobile can finance myself, give good 
references from past employers. Address 
E-318, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 
POPUL ,AR priced men’s or women’s dress 
shoes for New Jersey and vicinity. 19 years’ 
experience. Address “‘D’’, 741 West Side Ave., 
Jersey City, N. J. 

















STORE Executive—desires change—age 39— 
20 years’ experience—10 years in managing 
and merchandising capacities. Familiar with mar- 
ket conditions, office management, advertising and 
display. Able to make investment. Address 
E-329, care Boot & Shoe 1 sao 239 West 
39th Street, New York, N. 








WANTED TO PURCHASE 


TORE WANTED: Will pay cash for estab- 

lished shoe store or department. Will as- 
sume lease. Prefer city within 200 miles of 
Cleveland, Ohio. Address E-319, care Boot 
& Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 











MANAGER WANTED 


MANAGER, LIVE WIRE, Ladies’ Correc- 
tive Shoes, Security required to take full 
charge. Address E-324, care Boot & Shoe 
iat anal 239 West 39th Street, New York, 
ee 















FOR SALE 








A going family shoe store. Best lo- 
cation in city of forty thousand. Modern 
fixtures and front. Beautiful interior. 
Must sell for personal reasons. Won- 
derful opportunity. Small down pay- 
ment will swing deal. 

Address E323 Care 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 











H'!¢GH grade shoe store fixtures—Middle New 
Jersey town—Reasonable to cash buyers. 
No dealers. Address E-315, care Boot & Shoe 
- oc ae 239 West 39th Street, New York, 





BEST retail shoe business in Colorado. Doing 
a very nice volume. A real money maker. 
Best location low rent $150.00 per month. 
Established fifteen years. Our sales for 1934 
were $60,000.00. Address E-322, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








mum charge 75 cents. 


address should be counted. 








When a box number is desired twelve words should be added for the address. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 


For all other classified advertisements the rate is 7 cents per word. 
In all other cases each word of the 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
{a= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “= | 


Minimum charge, $1.25. 
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BUSINESS OPPORTUNITY 


MERCHANTS’ NEEDS 


BUSINESS OPPORTUNITY 











Opportunity 
For Ambitious Young 


Men to Get Into Shoe 
Business for Themselves 


A large middle western 
shoe organization offers 
you opportunity to become 
associated with leading 
Ladies Ready-To-Wear and 
Department Stores. Suit- 
able locations available in 
all sections 


REQUIREMENTS 


@ Shoe selling and merchandising 
experience. 
@ Business ability and confidence. 
@ Good character references. 
@ Ability to make small capital 
investment. 
Address E317 Care 
BOOT & SHOE RECORDER 


239 West 39th Street 
New York, N. Y. 

















HOTELS 





FAMOUS FOR ITS FOOD 
ROOMS FROM 


$2,209 


GARAGE ADJOINING 


—— THE DIRECTION OF PRESTON:J- | 





Profits Imperiled by 
Quest for Volume? 


[CONTINUED FROM PAGE 32d] 
salers, in an interesting address, urged 
the formation of a new organization, to 
be known as the Shoe Institute, for 
more effective cooperative effort. He 
said: 

“From the time our country was 
founded there have been two, schools of 
thought. One is that the prosperity 
and happiness of the people depends 
upon the least possible interference in 
business by government. The other that 
we should have more government in 
business. These schools have de- 
veloped entirely different philos- 


$4.00 


GROSS 


HALF GROSS 


Pouy Cup 
for Price Tickets 


Tilts at Any Angle 


M. D. Pollinger Co. 
HOLLAND BLDG. 
ST. Louls Mo. 








WANTED TO PURCHASE 








WE BUY 
Entire or Surplus Wholesale 
Stocks. Also Branded 
Walk-Over, Florsheim, Enna-Jettick, 
ity, Arch Preserver, Queen Quality, 
tonians, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 


and Retail 
hoes such as 
Vital- 
Bos- 








CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 
BARIS SHOE COMPANY, Inc. 


79 READE STREET, NEW YORK 
Telephone: WORTH 2- 3180, 518! 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
. Phone Worth 2-5377 and 5378 











ophies, although they agree in certain 
fundamentals that affect the economic 
future and security of the American 
people. They are in harmonious accord 
that the demoralizing curses of Child 
Labor, The Sweat Shop, Starvation 
Wages, and Excessive Hours of Labor 
must be outlawed, and that our indus- 
trial relations should be patterned in 
policies, standards, principles, and pur- 
poses which will promote employment 
and economic security. So at the out- 
set I urge upon you that our national 
organizations give these constructive 
and humanitarian movements their 
spontaneous cooperation. 

“Men still talk about rugged indi- 
vidualism and_ sturdy self-reliance 
when, as a matter of fact, all of us in 
this industry are bound together in a 
gigantic machine lubricated by an ab- 
straction called business. We are 
victims of acute interdependence. We 
are tied up so closely together that the 
prosperity of one branch is contingent 
te a great extent upon that of the other. 
This being the case there must be a 
definite collaboration among our kin- 
dred industries. I, therefore, suggest 
that at the next National Shoe Show 
the directors of each national associa- 
tion convene and discuss the advisabil- 
ity of forming what might well be 
known as “The Shoe Institute.” This 
superstructure would fulfill both in ends 








THE WORST FITTING : 
FEET IN AMERICA ; 
CAN BE MADE TO FIT WELL ; 
AND LOOK GOOD BY 
THE DUNDE 
SHOE RESHAPING 
MACHINE 
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and purposes the duties assumed by 
such organizations as The Petroleum 
Institute, The Dry Goods Institute, and 
The Steel Institute and have for the 
first time an organization which would 
bring our business to the same high 
plane as of the aforementioned indus- 
tries. 

“It is regrettable that there is a 
tendency among a few not to support 
national organizations, and I now re- 
quest all those present who are not 
members of their respective units to 
join with the least possible delay. These 
organizations should have a substantial 
and representative membership, that 
they may speak with a united voice as 
to hours, wages, unemployment insur- 
ance, old age pensions, and all pending 
legislation, national or state, that might 
vitally affect our business. 

“Definite steps should be inaugu- 
rated to safeguard small operators and 
merchants in all branches of our indus- 
try. This matter should be given our 
loyal and unselfish support. These are 
days when merchants look to their or- 
ganizations as a ‘star in a gloomy sky.’ 
Those who sit back with nonchalance 
and expect the government to solve 
their problems will have a sad awaken- 
ing. ‘Business cemeteries’ are filled with 
merchants who are victims of their own 
indifference and inertia. No problem 
can be solved by ignoring it or by cast- 
ing destructive criticism at every ef- 
fort toward its solution. These can 
only be solved by calm and intelligent 
thinking, done unitedly and collectively. 
Nothing should ever be done by any 
branch of our industry to crush, dam- 
age, or weaken any of its constituent 
parts.” 

Secretary Delany of the National 
Shoe Travelers Association brought the 
greetings of President Leopold M. 
Imig, who was unable to be present, 
and made a strong plea for cooperative 
action in the industry through the 
media of its several trade associations. 
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Retailing Marches On 
[CONTINUED FROM PAGE 34] 


opened in 1933, 2; percentage opened 
since 1929, 19 per cent. 

Tennessee—Total shoe stores, 1933, 
157; opened in 1929 or before, 91; 
opened in 1930, 1931, or 19382, 51; 
opened in 1933, 15; percentage opened 
since 1929, 42 per cent. 

Texas—Total shoe stores, 1933, 396; 
opened in 1929 or before, 256; opened 
in 1930, 1931, or 1932, 97; opened in 
1933, 43; percentage opened since 1929, 
35 per cent. 

Utah—Total shoe stores, 1933, 38; 
opened in 1929 or before, 29; opened in 
1930, 1931, or 1932, 8; opened in 1933, 
1; percentage opened since 1929, 24 per 
cent. 

Vermont—tTotal shoe stores, 1933, 
55; opened in 1929 or before, 40; opened 
in 1930, 1931, or 1932, 15; opened in 
1933, 0; percentage opened since 1929, 
27 per cent. 

Virginia—Total shoe stores, 1933, 
203; opened in 1929 or before, 135; 
opened in 19380, 1931, or 1932, 46; 
opened in 1933, 22; percentage opened 
since 1929, 33 per cent. 

Washington—Tota)l shoe stores, 1933, 
207; opened in 1929 or before, 152; 
opened in 1930, 1931, or 1932, 36; 
opened in 1933, 19; percentage opened 
since 1929, 26 per cent. 

West Virginia—Total shoe stores, 
1933, 131; opened in 1929 or before, 
85; opened in 1930, 1931, or 1932, 28; 
opened in 1933, 18; percentage opened 
since 1929, 35 per cent. 

Wisconsin—Total shoe stores, 1933, 
642; opened in 1929 or before, 497; 
opened in 1930, 1931, or 1932, 101; 
opened in 1933, 44; percentage opened 
since 1929, 22 per cent. 

Wyoming—Total shoe stores, 1933, 21; 
opened in 1929 or before, 15; opened in 
1930, 1931, or 1932, 2; opened in 1933, 
4; percentage opened since 1929, 28 per 
cent. 


New Shoe Department 


Terre Haute, INp.—A modern and 
complete shoe department has _ been 
established on the main floor of the 
Silver Specialty Shop, 636 Wabash 
avenue here. S. Glenn Fullerton, the 
manager, comes here from Portland, 
Ore., and Los Angeles, where he has 
had more than ten years’ experience 
in the management of shoe stores. 
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MERCHANDISE 









DUBONNET 
(Oriental Oxblood) 









, 


: ff 


BROWN 








GREEN 





LINING COLGS 





The highlight 
of this fall is 
MUSHROOM NO. 123, 


a deep neutral shade that is being extensively 
used in Black, Brown, Navy Blue, Oriental 
Oxblood (Dubonnet) and Araby Creen Shoes. of styling to a shoe. Take this fact into con- 







The color of the lining gives the final fillip 






sideration when you detail your shoes—plan 





linings that will be effective for display, that will attract your 






customers. 






Vode linings are carefully styled each season in accordance with 





fashion requirements; Vode linings are tanned from especially se- 









lected skins, in order that they may hold their color and give service. 






STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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PONTA 


UNIFORM IN TEXTURES 
COLOR AND QUALITY ) Ail 


The “‘fold and wear” test subjects the 


No detail is overlooked in testing ' Sonind ane to wpe utr 
, : tions found in its use as a shoe lining. 

PONTAN QUARTER LINING before it 

leaves the Du Pont plant to become a 


part of a shoe. 


Continual laboratory tests with the best 
instruments known to science are the 
guardians of quality and uniformity. 


This instrument is 
used fo test Pontan 
for its tensile 
strength. 


The microscopic examination of all raw 
materials entering into the manufacture 
of Pontan is made to catch those flaws 
that would pass the naked eye. Finished 
material receives the same test. 





ONTA 


REG.U.s5. PaT.OFF 


A miniature mill of laboratory type is 
used to check repeatedly the various 
steps in manufacturing process. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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USUALLY PAY THE/BILL 
for a New PITICO Store Front! 


BEFORE: HAT’S what happens when 
The site of the pres- ‘ , 
out Aatven Seore you ““Modernize Main Street , 
Feld me before by remodeling your store with a 
a new store front. Pittco Store Front. A _ Pittco 
Front is so good-looking, modern 
and full of sales appeal that it 
wins many new customers immedi- 
ately, and, out of resulting bigger 
profits, in most cases soon pays 
for itself. 

Why don’t you investigate the 
possibilities for bigger business 
volume in a new Pittco Front? 
And let us help you by sending 
you our free book “How Modern 
Store Fronts Work Profit Magic”. 
It contains complete information 
.. . photos of all types of Pittco- 
remodeled stores .'. . construction 
costs . . . and resulting business 
increases. Just clip the coupon for 
your copy. 

We recommend that in remodel- 
ing your front, you retain a local 
architect to design it for you. And 
if you feel unable to finance the 
modernization personally, we sug- 
gest that you apply to your local 
financial institution for a loan 
under the National Housing Act. 
Our representative will gladly help 


AFTER: wWhata difference anew Pittco Store Front makes! It’s easy to see why prospective i lo 
shoe customers would find this handsome new front very appealing indeed. you negotiate such a loan. 











Pittsburgh Plate Glass Company, 
2226A Grant Building, 
Pittsburgh, Pa. 
toducts Please send me, without obligation, your new 
Polj h i book entitled “How Modern Store Fronts Work 
‘shed Plate Fe Profit Magic.” 
lass e 





Tap estry Glass 
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HT SiILHOUWELT 


Many leading manufacturers are 





supplying their customers with smart 





new models of lightweight shoes 
made by this thoroughly practical 
method. 


Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 
and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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‘sEVERY MAN OR WOMAN 
WHO PASSES YOUR WINDOW 
IS SOMEBODY’S CUSTOMER’? 





Here is how to make them YOURS,—AT A PROFIT! 


Start an exclusive Health Spot Shoe Shop in 
your city or establish an exclusive Health Spot 
Shoe Department in your store . . . This is ac- 
tually being done by shoe dealers all over the 


HEALTH SPOT SHOE SHOP, CHICAGO, ILLINOIS, 55 EAST MADISON STREET 


MAKE YOUR WINDOW “SELL” FOR YOU 


A window is no good unless it does a good selling job. Health Spot Shoe Shop- 
windows concentrate on certain ideas and put them across. We supply monthly 
“Teacher” window displays (illustrated above) which form the backgrounds for 
outstanding, educational windows. These displays actually bring people in 
because they tell them things about their feet they never knew before. 


country because the exclusive Health Spot Shoe 
Shop plan is proving a most satisfactory and 
dependable money-maker for the independent 
dealer. (Send coupon below forcomplete details. ) 


WHY EXCLUSIVE 
HEALTH SPOT 
SHOE SHOPS ARE 
SUCCESSFUL — 


Because they operate on a 50% 
gross profit instead of a 25% 
or 30% as most stores do... 
because they have a _ tested 
budget and monthly operating 
statement plan, furnished by us 
. . . because the investment is 
moderate ($3000 is ample, even 
in a large city) and the over- 
head is kept down to a mini- 
mum .. . because they have a 
definite advertising and mer- 
chandising plan that gets re- 
sults . .. because their windows 
do a good selling job . . . be- 
cause they are thoroughly mod- 
ern in furnishings, equipment 
and service . . . because Health 
Spot Shoes themselves can be 
depended upon to give good 
results. 


A Health Spot Shoe Shop will 
not make you rich over night, 
but there is no better oppor- 
tunity open for the man who 
has some money to invest. If 
you will follow the plan we lay 
out for these independently 
owned Health Spot Shoe Shops, 
and give your shop the atten- 
tion and work that any busi- 
ness should have, you will 
show a profit at the end of two 
or three months, with a steadily 
increasing business. 





MUSEBECK SHOE COMPANY 


DANVILLE ILLINOIS 


Please send complete details on Health Spot Shoe Shop plan. [ ] 
Please send catalog and price list on Health Spot Shoes. [] 





NAME STREET and NUMBER 








STATE 





CITY 
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AND THEYRE IN-STOCK 


You will probably see lots of new Fall shoes, 
but we'll wager right now that you'll see noth- 
ing that can compare with the New Fall line 
of En-Joie Style Shoes for Women. 


These striking new shoes, styled perfectly, 
made in smart combinations of the newest 
leathers and offering the latest ideas in har- 
monizing effects, offer values which will not 
be equalled. 





OPERATING UNDER 


meat ey cushocsed, evade et 0 oun rar 
and tie, grey stitch, 19/ 
Continental fF PRINCIPLES 
idths A, B, $2.10 
4339—Same in Brown. a . 
The complete line will be 


gladly shown to you by the 
4353—Black Suede and embossed suede 


gore pump calf trims. 16/8 Endicott-Johnson salesman 
Continental Heel. ° Re 
Widths AA to C $2.10 in your vicinity. 

4354—-Same in Brown. 

4355—Same in Blue. 


4336—Black Kid and Suede Tongue- 
less tie, dark grey stitch, 16/8 
Continental _ heel. 
Widths A, B, C 


4337—Same in Brown. 


4348—Black Kid Opera Pump, grey 

stitch, 19/8 Continental Heel. 

Sizes 3/9. Widths AA to © 

$2.10 

4349—Same in Brown golf-ball em- 
bossed suede. 





—— tl 


ENDICOTT - JOHNSON 

















BOOT AND SHOE RECORDER, July 20, 1935 





Page 7 


‘SMART, THEY'RE DIFFERENT 


TO RETAIL AT $300 


Add to this the excellent quality of workman- 
ship for which Endicott-Johnson is famed and 
you have a line of shoes which no retailer 
can afford to overlook. 


Successful dealers everywhere are recogniz- 
ing the importance of promoting this out- 
standing new line. 


Order your shoes today and we'll ship them 
at once. 


4328—Black golf-ball embossed suede 
and gun metal patent tie, dark 
grey stitch, 19/8 Continental 
Heel. Sizes 3/9. Widths A, B 
Cc $2.10 


4329—Same in Brown. 
4330—Same in Blue. 
4340—Same in Green. 


4325—Black Byzantine embossed suede 
and black suede tie, calf trims, 
grey stitch, 19/8 Continental 
Heel. Sizes 3/9. Widths AA to 
Cc $2.10 


4326—-Same in Brown. S 
4327—Same in Blue. 


4351—Black golf-ball embossed suede 
pump, gun metal patent trims, 
dark grey stitch, 19/8 Continen- 
tal Heel. Sizes 3 to 9. Widths 
AA to € $2.10 


4352—Same in Blue. 


4356—Black Kid Oxford, dark grey 
stitch, 16/8 Continental Heel. 


4357—Same in Brown. 





N.Y. 


ST. LOUIS, MO. 
NEW YORK CITY 
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Lntroducing HOLLYWOOD FOOTWEAR 
“TOMORROW’S STYLES TODAY” 


NTO the Style picture of Hollywood, America’s Smartest Style Center, 
comes Curt Wolfelt, internationally known designer to create HOLLY- 
WOOD FOOTWEAR...a daring...diversified...different line of Shoes for 
the Stars...Studios...and every woman who wants and wears Shoes that are 


Newer... Smarter... more Individual. 


Designed in Hollywood by Wolfelt, made in Hollywood by Weber- 
Wolfelt, this sparkling line of shoes,“TOMORROW’S STYLES 
TODAY” combines the craftsmanship of Wolfelt with the Quality 

of Weber. It is a complete line of Footwear, retailing from 

$6.50 to $8.50... with models for every Scene of the Day 

and Night...Slacks, Sports, Street, and Spectator 
models ... Afternoon and Evening Slippers. 


Backed by Advertising and Mer- 

chandising that is tried and proven, 

HOLLYWOOD FOOTWEAR merits your 

. confidence, and the confidence of your Customers 

MAZIE ey ...for into its making has gone those Qualities... Superior 
Craftsmanship, Daintier Derails, Smarter Silhouettes, Expert Work- 

manship, Faultless Fit...usually found only in much higher priced Shoes. 


WEBER-WOLFELT 


WESTERN STATES SHOE MFG. CoO. 
1120-28 Maple Avenue Los Angeles, California 


Design Patents Applied For 
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